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Rough Proofs 


“Perfect acceptance and demand” 
x leading cigaret brands are cred- 
ted to their advertising by the De- 
irtment of Justice. Is this a 
ymplaint or a testimonial? 


> v 


Wholesalers and retailers are 
mmpelled to handle advertised cig- 

ets whether they want to or not 
because of the advertising, Uncle 
Sam tells the burley growers. This 
s going to make the tobacco farm- 
ers awfully mad. 


eo 


Since the government seems 
anxious to reduce advertising and 
sales promotion for cigarets, Thur- 
man Arnold undoubtedly has a 
plan to increase the smoking capac- 
ity of the tobacco growers. 


- = F 


Maybe Mr. Arnold feels the way 
Omar did about the vintners, and is 
convinced that the tobacco men 
can’t possibly buy anything half so 
precious as the stuff they sell. 


v v v 


Some advertising managers are 
letting it be known that they’re 
pretty handy at designing, sketch- 
ing and retouching, but it may be 
dangerous to let the boss know too 
much about it. 


v v v 

Mexico will be included in the 
radio network which will carry the 
world’s series broadcasts next fall, 
and perhaps Gillette could be 


per- 
suaded to say a few nice things 
about oil. 
v v v 
Vegetable fats are making such 
heavy inroads in the market for- 


merly enjoyed exclusively by ani- 
mal products that the packers have 
decided to do something about it. 
So they’ll be fighting for and against 


} 


lard shortening. 


- ww 


In view of the hair raising events 
now being recorded in Great Brit- 
n, that plan of advertising Vase- 
ne hair tonic on the posters over 
ere isn’t such a bad idea 


7 ’ 


“I went shopping with my wife,” 
eadlines the promotion man of the 
Portland Journal, but he doesn’t say 

hether this was his idea or hers. 


- = 


Abandoning the traditional non- 
irtisan attitude of business papers, 
mmons-Boardman has come out 
itfootedly for Wendell Willkie 
ailway Age is signaling, “Track 
ear and full speed ahead!” 


v v v 


Judging by past experience, those 
avy excess profits taxes are go- 
g to result in more advertising 
iblishers and agencies are wait- 
g anxiously for the bad news, and 
rd, how they dread it 


v v v 


Gladys the beautiful 
ys she pictures of a lot of 
cktail parties being held by ad- 
rtising people, and she wonders if 
liquor advertisers know where 
much of their product is going 


receptionist 


sees 


v ’ ’ 


rhe teams are coming down the 
me stretch and the once proud 
nkees have slipped into the sec- 
d division. O tempora, 0 mores! 


Copy Cus 


Mullen Wins 
Niles Trammell’s 
Old NBC Berth 


New General Manager 
Boasts Varied Career 
In, Out of Radio 


By A. P. MILLS 


New York, Aug. 2.—Frank E. 
Mullen, vice-president in charge of 
advertising and publicity of the Ra- 
dio Corporation of America, was 
elected executive vice-president and 
general manager of the National 
Broadcasting Company at an NBC 
directors’ meeting here today. 

A radio veteran of 18 years, Mr. 
Mullen thus becomes the successor 
to Niles Trammell, former executive 
vice-president who became 
dent of NBC last month upon the 
resignation of Lenox R. Lohr 

Close association with Mr. Tram- 
mell will be no new experience for 
Mr. Mullen. Back in 1927, he was 
sent to Chicago to open NBC offices 
and studios there, and established 
the network’s first contact with 
Midwest advertisers and agencies. 
The following year Mr. Trammell 
was sent on from New York to man- 
age the central division. 


presi- 


From Wide Open Spaces 


in an interview with ADVERTISING 
AGE, the new NBC executive traced 
his career and discussed the field 
in which he has been so active. A 
Kansas-born, South Dakota-raised 
farm boy, he attended Iowa State 
College, at Ames, Iowa. After one 
year as a forestry student, his edu- 
cation was interrupted by the World 
War. He enlisted and served in 
France. 

Returning to lowa State in 1919, 
he resumed his study of forestry, a 
subject which he picked, he says, 
because “there wasn’t a tree within 
40 miles of where I lived.” The 
forestry students decided to publish 
an annual that year, and Mullen 
was such a success as its editor that 
the forestry and journalism depart- 
ments jointly decided that he should 
be studying journalism. He switched 
to agricultural journalism, and re- 
ceived his B.A. in that subject in 
1922. 

Following a brief period as asso- 
ciate editor of Swine World, he be- 
came farm page editor of the Sioux 


City Journal in 1922. The next 
year, he received a telegram from 
the editor of Stockman & Farmer. 


Pittsburgh farm 
him a job as 


weekly, 
radio editor 


offering 


First Farm Program 
Although he had only the 
notion of what 
cepted the job 
was $7.50 
had been 


Vaguest 
radio was, he ac- 
because the salary 
than he 
found upon 


that hi job 


more per week 
getting He 
arrival at Pittsburgh 
was not to direct a column in the 
paper as he had supposed, but to 
produce a farm radio program over 
Station KDKA, which had 

(Continued on Page 30) 


pio- 
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Rough Proofs 
Voice of the Advertiser 


MOVES TO NBC 


tS 
Ne 


Frank E. Mullen 


Schick Likens 


New Razor Head 
fo Self-Starter 


Fall Campaign Seeks to 
Convert Skeptical 90 
Per Cent 


(Picture on Page 31) 
Stamford, Conn., Aug. 1 Herald- 
ing the development of a new “hol- 
low-ground shaver head as an ad- 
the electric razor field as 
important as the self-starter was in 


Vance 1n 


automobiles,” Schick Dry Shaver, 
Inc., today prepared to launch a 
tenth anniversary promotion cam- 


paign that will feature 29 insertions 
in four magazines between 
Day and Christmas, as 


Labor 
well as 


newspaper space in key markets 
throughout the country. 

The new Schick line, consisting 
of three models ranging in price 
from $12.50 to $17.50, will be in- 
troduced to the trade on Aug. 5 
when Western Union messengers 
visit 400 jobbers from coast to 
coast, armed with samples of the 
shavers and an imposing portfolio 


which describes details of the sales 
promotion drive as well as special 
deals for retailers 

(Continued on Page 28) 


Hudson Breaks Copy for 
Scintillating 1941 Models 


5 Ads in 1 Issue 
of Newspapers 
Calvert Strategy 


Distiller to Tell Story 
of Economic Benefits of 
Post-Repeal 

(Picture on Page 2) 


New York, Aug. 1 The 
nomic benefits of repeal provide the 
theme of a special campaign which 


Cco- 


Calvert Distillers Corporation will 
run next week in 148 newspapers 
in 125 cities in all parts of the 


country, Jim Johnson, advertising 
manager, announced today. This is 
in addition to Calvért’s regular 
campaign. 

The use of newspapers for the 
dissemination of these facts is a 
follow through on a campaign which 
Calvert started in July and which 
was favorably received by the 
trade and public. During that cam- 
paign, window displays and other 
point of material acquainted 
the buying public with the part 
which the alcoholic beverage indus- 
try plays in the business welfare of 
the nation. In addition to newspa- 
per advertising, Calvert is also con- 
verting its poster and car card ad- 
vertising during August to the same 
purpose. 


sale 


Uses Posters, Car Cards 


Separate advertisements will be 
used to get five different 
points pertaining to taxes, employ- 
ment, wages and benefits to agricul- 
ture and railroading. Each fact will 
be mentioned in a 72-line adver- 
tisement. The five pieces of copy 
will run on the same day in differ- 
ent parts of the paper. Similar copy 
will appear on car cards and 
on posters. The only reference to 
Calvert is as follows: “Calvert Dis- 
tillers Corporation, New York, pub- 


across 


also 


iish these facts in the interest of 
145,000 retail liquor dealers.” Er- 
win, Wasey & Co. handles the ac- 


count. 


Last Minute News Flashes 
Lincoln to Maxon, Willys to MacManus? 


Detroit, Aug. 2 
lheodore F. MacManus, Inc., 
of Willys-Overland Motors, Inc 
coln-Zephyr agency. James 
asserted Mr. MacManu 
major automotive account.” 


recently 


Automotive circles buzzed today with reports that 
has been appointed to handle advertising 
, and Maxon, Inc., ha 
A. Farley will head Willys-Overland, it wa 


been named Lin- 


announced that he would have “a 


Hubbell Executive Dies in Rail Crash 


Cleveland, Aug. 2.—Charles W 


Cuyahoga Falls He wa 
the Akron Times-Press 


Frank, 47, a 


railroad wreck at 


formerly with Scripps-Howard Newspapers and 


K&E Gets Part of Snowdrift, Wesson Oil 


New York, Aug. 2 


ing Agency, New Orleans, 


Kenyon & 
Wesson Oil and Snowdrift advertisi 


Eckhardt, New York, will 


Two Join Old Quaker with Weiss & Geller 


Chicago, Aug. 2 
and Atlantic 


Atlantic will use spectaculars 


Following appointment of 
York and Chicago, by Old Quaker 


Weiss & Geller, 
whisky, Sprague-Warnetr 


istant to the president, 
Hubbell Advertising Agency, Cleveland, died in the 


handle 
ing Pointly with Fitzgerald Advertis- 
effective Sept. 15 


New 
Company 
3rewing Company, Chicago, have selected the same agency 
Sprague-Warner will use newspapers and radio for Richelieu foods, while 
painted bulletins and 24-sheet posters. The 
1g Schenley product will utilize 1,000 newspapers 


Capitalizes Victory to 
Utmost in Dailies in 
Many Markets 


Detroit, Aug. 1.—Improving on its 
success of 1939, when it shared with 
Packard the honor of leading the 
procession of market-bound new 
models, Hudson Motor Car Com- 
pany, standing at the peak in soli- 
tary glory, has released introductory 
copy for 1941 cars. 

Only a few scattered newspapers 
will get Hudson advertising this 
week-end, but the nature of the 
copy likely to cause some 
heart-burning among executives of 
othe companies. Hudson will 
query: “Why buy a 1940 car when 
you can buy a 1941 Hudson now?” 
This pertinent question is classified 
as part of a “pre-announcement” 
campaign, involving small copy. 


seems 


Distribution Is Rushed 


Hudson is confident that dealers 
will be fully stocked by Sept. 1 and 
that half-page newspaper announce- 


ment copy will have appeared in 
every important market by that 
date. The magazine campaign has 
been scheduled on that basis It 


begins with a four-color spread in 
The Saturday Evening Post of Sept. 
7, followed by Life of Sept. 16 and 
Collier's of Sept. 28. Thereafter the 
magazine list will be expanded to 
include Harper's, Mademoiselle, The 
New Yorker, Time, Vogue and 
others National farm papers are 
on the list for October 


“Symphonic Styling” is the prin- 


cipal theme of all Hudson adver- 
tising this fall Its secondary aim 
is to promote “America’s Safest 
Car” and to impress prospects with 


“More Car for Your Money.” “Sym- 
phonic Styling” refers to color har- 
mony applied to the exterior and 
interior of cars, a development 
appearing for the first time in a 
full line of cars in standard pro- 
duction. This innovation will offer 
buyers, at no extra cost, even in 


the lowest price field, a_ selection 
of interior color combinations that 
harmonize with exterior colors 


This harmony extends not only to 
upholstery but to carpets, floor 
mats, headlining, instrument panels 
and trim. 

The choice of harmonizing combi- 
nations thus offered is described as 
an application of the 
trends observed in 
home furnishings, 
women's 


same color 
well-planned 
ensembles in 
apparel, and the like 


Lavish with Color 


Jecause emphasis is on color, the 
vdvertising lends itself particularly 
well to illustration in color so that 
will be made this year 
of magazines. For the same reason, 
posters will figure more prominently 
in the fall campaign, with showings 
cities scheduled for Septem- 
be! Additional use of boards will 
be made through a cooperative pro- 
gram which the company will offe1 
dealers More women’s magazines 
will be used this season because of 
the emphasis on styling and 
appeal Radio is expected to be 
used on a cooperative basis with 
dealers, confined principally to spot 
announcements with the probability 
of a news cast tie-up 

Hudson’s offering for 1941 com- 
prises three new lines of cars, lower, 
longer and more graceful in sil- 
houette Front ends are 


wider use 


in 75 


color 


re-styled 
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in a decorative chrome treatment. | 
Noteworthy is the sweep of the new | 


s 
rear-deck design with of we new Begin Work fo 
ing new design of rear-quarter win- | . 
Define Standards 


dows and roof panel. Overall body 


height is reduced two inches and 

body length increased five and one- | 

half inches. In the lowest rive wr. 

field is a new 92 horsepower Hudson or e evision 

Six on 116-inch wheelbase. Just | 

above this is a new 102 horsepower New York, Aug. 1.—The rocky 
Hudson Super Six on 121-inch | road leading to commercial televi- 
wheelbase. Farther up the line is sion appeared to be leveling some- 
the Hudson Commodore Series on | what the 


today following first 


121 and 128 inch wheelbases and | meeting of the newly-formed Na- 
with 102 and 128 horsepower |\tional Television Standards Com- 
motors The agency is_ Brooke, | mittee, which has been charged with 
Smith & French. the task of formulating standards 
=e acceptable to the Federal Com- 

Karol Talks on Research = munications Commission. 
John Karol, market research| James L. Fly, FCC chairman, 


counsel of the Columbia Broadcast- |adroitly sidestepped the inevitable 
ing System, told the story of radio | question, “When will television be 
market research to 77 Cleveland ad-| ready for commercial sponsorship?” 
vertising agency executives at a}! ei rer ngeiees “s 
luncheon recently at which John F. jby appr ped that . = al tens agg 
Patt, vice-president and general | Dility of radio manufacturers to 
manager of WGAR, was host. 


| the industry’s ability to perform this 


Robb to Detroit job and pledging the full co-opera- 


Charles Robbins, for 11 years |?" a 
with the Wall Street Journal first | Hon of the FCC, Mr. Fly said: 
as a reporter and news executive,| hope your work will cover every 


vertising representative, has been | that the whole program will be co- 
shifted to Detroit to represent the |ordinated. Former standards have 
paper in Michigan and Ohio. (‘been inadequate 


/promulgate a “satisfactory” set of | 
standards. Expressing confidence in 


“y | 
\body as follows: 
and more recently as Chicago ad-|Phase in the field of television so | 


method of telecasting. In this work 
patent interests of individual com- 
panies must be recognized. No one 
would ask to encroach on this. 

“The FCC must rely on this body 
before adopting any single set of 
standards. We have no alternative 
but to move forward with you gen- 
tlemen,” 

Mr. Fly said that he expected a 
substantial number of stations to 
be on the air in the near future. 
So far as the FCC is concerned, he 
continued, “the more the merrier.” 
However, he warned that there 
should be “no squawking” 
wave lengths. 
lic domain, he pointed out. 

“For one thing,” he asserted, “the 
commission is not going to issue 
licenses to every Tom, Dick and 
Harry, to sit tight until things get 
good. Applicants must be prepared 
to go somewhere in development 
and experimentation.” 


Baker Outlines Goal 


Dr. W. R. G. Baker, of General | 
Electric Company, chairman of the | 
television standards committee, | 
summarized the objectives of the | 


“This committee is charged with | 
the responsibility of determining | 
the basic standards for a system of | 


about | 
They are in the pub- | 


j;and entertainment are today un- 


FIVE ADVERTISEMENTS, SAME EDITION 


OVER ONE MILLION 


S CORPORATION 
mterest of (45.000 ret 


ONE BILLION DOLLARS TAXES 


are paid every year by the Alcoholic 
Beverage Industry to help build America. 


CALVERT DISTILLERS CORPORATION. new yYoRK 


CALVERT DISTILLERS CORPORATION, NEW YORK 
publich these fects in the interest of 145.000 retell quer dealers 


Poblich there texts in the interest of 145.000 retail liquer doctors 
* 


* * 


How Calvert will impress public with contributions of distilling 


industry. 
(Story on Page |.) 


television as a means of education 


Picking Premium 
for Willkie Is 


known. 
“Television is peculiar in that to 


for a uniform |television. The real possibilities of | assure full utilization by the public 


| | 


standards before it is launched | 


jit requires a fairly complete set of Huge Headache 


Chicago, Aug. 1.—If Willkie wi 


This authentic picture from the KGW 
“family album” shows the station on the 
job covering a presidential campaign six- 
teen years ago. What a thrill it was to get 
those reports: “program coming in fine”. 
And how proud the staff was of that new 
transmitter —“‘finest west of the 
Sippi river.” 


Missis- 

Another year, another presidential cam- 
paign and KGW is still very much on the 
job. KGW broadcast its first program on 
a March 25, 1922. From the beginning it has 


be a 

Mew 
oi 

a's 


620 KC NBC RED 


RADIO STATIONS OF THE 


OREGONIAN 
PORTLAND + OREGON 


5000 WATTS DAYS 
1000 WATTS NITES 
EPRESERTATIVES: 


“COMING IN FINE 


| 


| 


14 


been owned and operated by The Oregon- 
ian, and through the years the people of 
the Pacific Northwest have developed an 
unsurpassed loyalty for this station. 

Now it’s KGW and KEX. And either 
one will do a grand job for you in this 
market where more people listen and peo- 
ple listen more in proportion to population 
than anywhere else in the country. It will 
pay you to pick KGW and/or KEX-- 
Portland’s only newspaper owned 
operated stations. 


and 


5000 WATTS 
CONTINUOUS 


1160 KC NBG BLUE 


EDWARD PETRY & COMPANY, INC. 
WHEW YORK + CHICAGO + DETROIT + ST. LOUIS + SAN FRANCISCO + LOS ANGELES 


Heads New Company 


commercially. Yet these standards |the battle of ballots in Novemb« 
must be sufficiently broad to permit | premiums must be given a part 
the expeditious use of new inven-|the credit, according to Illinois R 
tions and to allow the full utiliza-| publican headquarters here. The 
tion of new scientific tools. only question is, which premium? 

“While no time limit has been|The garden variety of premiu 
set for the deliberations of this|salesmen has been reinforced by 
committee, it must be evident that| new and exotic types, so that the 
time is an essential factor.” men in charge of advertising have 

Nine sub-committees were ap-|reached the conclusion that ordi- 
pointed to prepare reports on various nary space and time buyers lead an 
phases of the engineering problems | extraordinarily cloistered and care- 
involved in the project. \free existence. 

Another television news high-| An _ unidentified cigaret manu- 
light here this week was the sus-/|facturer has suggested that a pair 
pension of telecasting schedules by | of fags in a special box, imprinted 
National Broadcasting Company,| with the name of the Republican 
expected to last about two months. 


, ; candidate, would give impetus to 
During this period an adjustment] his cause. Other suggested pre- 
will be made to conform to newly | miums range from powder puffs 


jand football scoreboards to wax 
‘candles and singing cats. In the 
last case the cat is superimposed on 
a negative so that no less than five 
yowlers appear to bewilder the ob- 


assigned wave lengths. 
Theodore Roosevelt III 


Theodore Roosevelt IIT, James R. 


| server. 

Douglas and Sam M. Atherton are The amateur premium salesmen 
heads of the Roosevelt-Douglas Mfg. ; z 7 

Co.. Louisville. Ky.. recently incor- |2T@ causing the most headaches 


They turn up with gifts ranging in 
price from $20 to $5,000 and sug- 
gest that the Republicans order a 
few carloads, at least. 


porated, which has announced to 
automotive parts jobbers, dealers, 
garages and service stations the 
Douglas vacuum cleaner for clean- 
ing automobile interiors. The 
cleaner operates on compressed air 
lines. 

Advertising is being handled by 
Zimmer Advertising Agency, Louis- 
ville. Business publications and di- 
rect mail are being used. 


Erwin, Wasey Gets 


Joins Tracy 

| Eleanor Beeson has joined W. | 
Tracy, Inc., New York, as director 
‘of publicity and public relations. 


Golden West Brewing ACTICaL 
Golden West Brewing a fey OER 
has placed its advertising account BRicn {tay == bien 
with Erwin, Wasey & Co. of the cone” Buflding | on 
Pacific Coast. i wee wa 
Plans will hinge on an elaborate | ey SD 


survey just completed by the 
agency, covering consumer appeals, 


ae 
packaging trends and beer advertis- | : 


—TERAMIC 
ing and sales CERA 


methods. INDUSTRY 1939- 5 
= RAMIC fet 
Defer Outdoor Meet DATA BOC 
At the recommendation of the ‘ SS a! 
national advisory council the board | - = 2 ee _——.. 
of directors of the Outdoor Adver- — 


tising Association of America, Inc., | 
has deferred its national convention | 


to a date in November to be deter- | 2 4 ri sss 
In Building 


mined later. 
from manufactu 
to application »- 


A, GROUP. of put 


Form Haney-Pennington 


Robert T. Haney is president and 
Richard Pennington, vice-president, 
|\of a new Los Angeles agency called 
| Haney-Pennington & Associates with 


| offices at 427 W. Fifth street. Rich- tions responsive 
dow egg is art and production every trend in build 
— ies Reporting, interpre? 
Diehl Joins MacManus advising, creating. Po 
. ' - 

Thomas E. Diehl has resigned industry-wide contac 


form a uniquely effe 
publishing unit. 


ifrom the advertising and sales pro- 
|motion department of the Columbia 
| Steel Company, Los Angeles, to be- 


come Northern California repre- INC. 
sentative for MacManus, John &| INDUSTRIAL PUBLICATIONS, 60 
Adams. Inc., Detroit. His head-| 59 E. VAN BUREN STREET, CH A 

quarters will be in San Francisco. — 
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ADVERTISING AGE 


Can | adapt my commercial an- 
nouncements to sales drives in 
any given territory —even 
giving names and addresses of 


local dealers? 


YES 


Can I stay out of any territory 
in which my distribution is 


lacking or faulty? YES 


Can I! buy any station | want 


YES 


Can | buy Spot Radio time 
on as few as one or two sta- 
tions or on as many as! like? 


YES 


in any territory? 


Can | buy any time-unit |! 
want—25 words, 1-minute, 
5-minutes, 15-minutes and so 
on—up to a full hour? YES 


Can | time my programs to 
fit the listening habits of each 


territory? YES 


Can | adjust my expenditures 
for Spot Radio to the sales 
budget for each territory? 


YES 


Can I use either live or tran- 
scribed programs ...or both 
..-as I choose? YES 


Can | use different types of 
programs on different sta- 


tions? YES 


Does all this make Spot 
Broadcasting more expen- 


NO! 


sive? 


Any quiz on commercial broad- 
casting finds the right answer in 
SPOT RADIO. It’s so flexible 
that it lets you do just about 
what you please, where you 
please and when you please, to 
get the utmost out of every dol- 
lar spent. 


For any advertiser or agency executive who 
wants to see how SPOT RADIO can meet 
his individual situation, we shall be very 

glad to prepare a special outline. 


EDWARD PETRY & COMPANY 


INCORPORATED 
Representing leading Radio Stations throughout the United States— individually 


Offices in: NEW YORK - CHICAGO - SAN FRANCISCO - DETROIT 
ST. LOUIS - LOS ANGELES 
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be ~ 
' Fi . vice-president and general sales on the Winter folder showing dealers from all over the United SALES MANAGER 
" . Piano Makers manager of Winter & Co., New youngsters on a lark with the pian- States in Cincinnati last week at 
* York. Starting Aug. 1, Mr. Fink ette the center of interest. Samuel the annual “Sales Roundup and 
' . . r announces that Winter & Co., will C. Croot Company, Inc., New York, Rodeo” when it was disclosed that 
R S ht break with one tradition of the handles the Winter account. national advertising, both color 
aise Ig S business by starting a cooperative The Lester Piano Mfg. Company, pages and black and white, was 
newspaper advertising program, Philadelphia, is indicating its con- scheduled for Guide for the Bride, 
: heretofore frowned upon in the fidence in the immediate future by Good Housekeeping, House Beauti- 
as eman ains piano trade, he said. This is the increasing its advertising appropria- ful, Life, Time and Town & Country. 
sixth consecutive year of national tion 200 per cent for fall. The bulk The Baldwin Company will fur- 
advertising for the company and of the national advertising will be nish mats to dealers in a cooperative 
its appropriation for the coming placed in American Home, Better arrangement. A series of 12 new 
on New Prosperity in year has been increased. Publica- Homes & Gardens, Etude and Life. advertisements to be used in music 
. tions for which copy is scheduled Copy is scheduled to run from Sep- programs will be supplied as well 
the Offing include American Home, Better tember to Christmas. It will include as eight reprints of advertisements 
Homes & Gardens, Christian Science a coupon with which to request a to be used as mailing pieces. Coun- 
Chicago, Aug. 1.—Piano makers yonitor, Colliers’ and Life. booklet, “Harmony in the Home,” ter and window cards are being 
are stepping up their advertising - . which will not only explain the con- prepared as well as a new catalog 
appropriations in anticipation of Pianette Is Spearhead struction of a piano but also give for each line and a mailing folder. 
the healthiest demand for their Another bit of enterprise mani- suggestions on selecting pianos for Allen, Heaton & McDonald, Inc., 
products seen by the industry infested by Winter & Co., is the various types of homes, from the Cincinnati, is the agency. 
« good many years. That is the introduction of its $189 pianette, a standpoint of design and color, as The advertising program of Stein- 
consensus gained in a survey by small practice piano which can be we}j as arranging a room for the way & Sons, New York, which has 
ADVERTISING AGE at the 39th annual paid for at the rate of a dollar a proper placing of a piano, either been using space every season for 
convention and trade show of the week and turned in for a higher g.anq or spinet. P. R. Manfre is nearly half a century, is now in 
National ogg terige of cere Mer- grade instrument when — seve advertising manager of the com- process of preparation and will not 
chants, Inc., here this week becomes more proficient. A folder Pee Re a Oe: 7. er ie eee a ee 
There not only is a markedly advertising ne ahaha is entitled a. a ring ig — no loner an Fence no eo James H. Jewell, who has been assista; 


Philadelphia, agency 


manager of agency sales, Westinghou: 


but the and it 


hopeful feeling in the trade “Keys to Happiness” surges - | - holds a preeminent place in the Electric & Mfg. Co., East Pittsburah Pa 
yeast of sales promotion enterprise with the joy of piano playing in a Baldwin Is Active industry. N. W. Ayer & Son, New| hes been pens at oe alk aioe yaar 
is showing signs of bursting the 125- way to appeal to youngsters. George W. Lawrence, vice-presi- york, has the account. Roman de ment, which is responsible for all app 
year-old traditions of the business “We've tried to get away from dent in charge of sales promotion yajewski is Steinway sales man-  ‘atus products sold through distributor 
which heretofore have kept its sales the old idea of picturing a row of and, advertising of the Baldwin ager. ‘ = 
programs more or less hidebound. frowning, bewhiskered old masters Piano Company, Cincinnati, reports : : 

One of those who thinks one of glowering on the piano where the that his company is increasing its Decorations Are Authentic Laemmar Made 
the greatest handicaps of the piano boy or girl is learning to play,” said advertising appropriation 50 per Hardman. Peck & Co., New York, 7 
business is its age is Paul Fink, Mr. Fink, pointing to an illustration | cent. The company was host to 250 siso has expanded its advertising Time Buyer for 

appropriation. It plans to run a 


Lord & Thomas 


Aug. 1.—Holly Shively) 
to devote her talents to er: 


series of advertisements in Ameri- 
Home. Featuring the copy will 
new settings arranged by W. & 


can Chicago, 


be desire 


Sloane, New York interior decora- tive work with Lord & Thomas |! 
tors, under the direction of Char- resulted in the appointment of Ja 
lotte Eaton, associate editor Of [aemmar as time buyer for tl 
American Home. Newspaper mats agency, effective Aug. 10 Mr. Laer 
will be supplied to dealers. Some mar. who left Blackett-Sampk 
direct mail will be used as well as Hyummert this week. will enjoy 
the usual catalogs and folders. short vacation before taking 0\ 
Ashley B Cone, president of the jiss Shively’s duties. 


is in charge of advertising. 


company, With the departure of Mr. Laen 
Federal Advertising Agency, New mar, Gene Fromherz gets a prom: 
York, has the account. tion to the niche immediately und: 
| The Rudolph Wurlitzer Company, Harlow Roberts, in charge of radio 
|De Kalb, Ill, has increased Its time buying. Irving Sloan, one of 
jappropriation to $120,000 of which the youngsters constantly being 


ioe will be used for advertising 
lin Better Homes & Gardens and 
| Pare nts’ Magazine. Mailing cards 
being supplied to dealers to tie 


with national advertising copy, 


groomed by Blackett-Sample-Hum- 
mert under its “apprentice system,” 
has been inserted into the radio time 
buying department. Mr. Sloan got 
a feverish workout this week as M: 


jare 
; up 
as well as posters in which color is 


Roberts returned from a Canadian 
| plentifully used Mats are being yacation just in time to pick up th 
ifurnished to 550 dealers and some pal] which Mr. Laemmar tossed 
neon signs will be sold to represen- Despite her youth, Miss Shivel) 
tatives. Earl Fay is advertising js a veteran in the radio field. Sh« 
manager. Schwimmer & Scott, Chi- was at one time with Colum! 
cago, has the account. Broadcasting System’s Chicago 

Woos Special Markets office, but has been a highly valued 


of Lord & Thomas for sev- 
She plans to write cops 


attache 


> - PAL J shoe 
Publications reaching churches eral years. 


and mortuaries will be relied upon for women’s accounts. 

chiefly by the Everett Piano Com- ee 

pany, South Haven, Mich., for its 

Orgatron, an electronic organ, ac- Lockheed Advances Corpe 
cording to Earl R.»Billings, who is Thomas H. Corpe, who has been 


in charge of the promotional acti' 
ties of the Lockheed Aircraft C: 
poration and sales manager of its 
subsidiary, the Vega Airplane Co: 


in charge of sales and advertising. 

Major emphasis is laid on its house 

publication, “Orgatron World.” 
Emphasis is being placed on the 


pany, has been made assistant gen- 
THE MARKET WITH ore TO SPEND. siren cacti ampin Eo eb 
® tone, voiced by RCA-Victor, in the - —-—- 
promotion program of Story & Form Market Tests 

, : * Toe: ig ta 9g ae tee eer ogge Jean Souci and Henry H. St! 
Year in and year out, the prosperous than the national average.” Their eee cece nee ications Ltve formed Market Tests at 77 

nee : . : : : o a new grand. Business publications Washington St., Chicago, to handl 
WTIC market ranks with the na- per family purchases even topped _ will be used as part of a national all types of surveys. 


Doe-Ander- 
Agency, Louisville, 
with Warwick An- 
Edward F. Story, 
& Clark, handles 
company 


; S idvertising program. 
the remainder of better-than-average — son Advertising 

Rea 2 ; : Qo 1** has the account 
New England by 10.9% paella Pianyee ctor 
treasurer of Story 
advertising the 


The latest figures show 
this grand market more than ever 
at the top of the heap today 


tion s best 


IN THE 9% RETAIL MARKET 


Heres a market that can and will 
buy your product lots of it. WTIC 


the 420,895 Seeks FM License 


last vear, for instance, 


| families in our primary area alone — gives you this big, convenient, bil- The Milwaukee Journal Company 

A ? ; has filed application with ie fted- 

had—and spent 84.3% more money _ lion-dollar market literally on a silver eral communications commission for 

‘ . . a Class . 90,000 watt commercia 

per family for consumption goods _ platter! FM station. The new station will 

. . replace the Journal's present 

ae 3 * National Resources Committee W9XAO FM station and will be in- 

phe * Printers’ Ink Market Explorations augurated with 17 hour's service , ; P 

daily from 7 a. m. to 12 midnight. The Northwest's Leading Radio S! 


Falk Promotes Carpenter 
M. A. Carpenter, director of sales 
and advertising for the Falk Cor- 
poration, Milwaukee, has been 
named executive vice-president and 


A“MUST”’ FOR A BIG JOB IN THE BIG SOUTHERN NEW ENGLAND | MARKET heaping ten 
) Travelers Broadcasting Service Corporation, Member NBC Red Network and Yankee Network Establishes Paki Studios 


—" 


NBC 
BASIC RED NETWORK 


MINNEAPOLIS 


7 Arthur Paderewski has_ estab- 
eggs So's Cone Waite Gilowes. Slate Eat Froncince lished the Paki Advertising Art ST. PAUL, MINN. 

Rae. ‘ ag hes Stuc ios at 505 Fifth avenue, New 

et ee a ae oe ae York, with Paul Davidson as sales 


manager 
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August 5, 1940 ADVERTISING AGE 


a FIELD of sturdy youngsters, all under 


17 years, stand poised. At the bark of 
a gun they’re off! Again this year, for the 
fourteenth time, the Arizona Publishing 
Company will stage the Labor Day Modi. 
fied Marathon with gold, silver and bronze medals for 
the winners. Ambition to be a leader takes these boys 
over a 2-mile course, on the way to signal recognition! f 
On the way to greater fame, also, is Phoenix, Arizona, 
center of the gold nugget of western markets. During 
the past decade it gained 36% in population, according 
to latest census reports. From this same source Mari- 
copa county’s population is given at 185,225. This en- 


larges Phoenix’ metropolitan area importance to ad- 


‘ae ee 


vertisers. It gives them greater opportunity for sales. 
Available to reach the families in this market are the 
Phoenix Republic and Gazette, and KTAR, key station 
of the Arizona Broadcasting Company. They have in- 
teresting proof that [F YOU WANT SOME OF THIS ARIZONA 
BUSINESS, NOW IS THE TIME TO GO AFTER IT! 
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Retail Copy 
in Newspapers 
Digested on Air 


New York, Aug. 2.—Perhaps 
inspired by PM, but elaborating 
considerably on that newspaper’s 
idea, Warren Norge Company, im- 
portant electrical retailer, last night 
began a daily program based on 
outstanding advertisements appear- 


ing in the afternoon papers and 
those scheduled for the following 
morning. 


The new program, based on the 
theory that advertising is not only 
news, but can compete with any 
other type of offering in interest, is 
appropriately entitled, “Good News 
in Advertising.” Not only the name 
of the newspaper and the identity 
of the advertiser are divulged, but 
prices are quoted. Broadcast over 
Station WMCA, the program will be 
aired daily except Saturday and 
Sunday, at 6 p. m. 


Policy on Commercials 


In charge of the program is Ken 
Farnsworth, who is given consider- 
able latitude by his sponsor. Farns- 


| the 


\ized 

| which 
i'merely as the entering wedge for 
a campaign to woo retail business 
laway 
sharks point out that if advertise- 


worth will not only handle the 
digest but air the commercials in 
behalf of Farnsworth radio, the 
product exploited by Warren Norge. 
Unlike the content of the program, 
the commercials for Farnsworth will 


\be limited to “good will” copy and 


will be handled in an ad lib manner 
by Farnsworth, who avers that, 
something like the late Will Rogers, 


|All I know is what I read in the 


ads.” Farnsworth, incidentally, has 
no connection with the product 
despite his name. 


Speculate on Effect 


Advertising men generally are 
indulging in considerable specula- 
tion as to the possible effect of the 
new program on relations between 
newspape:s and radio. Some express 
belief that the newspapers 
whose advertisements are summar- 
will resent this “intrusion,” 

they are likely to regard 


from radio. The statistical 


ments mentioned on Station WMCA 
pull harder than those which are 


‘not given this additional “circula- 
ition,” the station will be able to 


build up quite a case for radio. 
Others see merely an interesting 


program idea and the radio station 
‘and its sponsor assert that they are 


‘in this majority, having no motives 
‘beyond those which appear on the 
surface. On the contrary, they 


assert, they hope that in addition to | 


being of help to the newspaper 
advertisers whose offerings are 
‘selected for comment, their efforts 
will tend to make for more cordial 
relations between the press and 
radio. Thc cw program is serviced 
|by Radio Events, Inc. - 


Test New Inhaler 

Test copy has been started in New 
York City newspapers for Duo- 
Haier, a new nasal inhaler designed 
for relief of nasal congestion ac- 


| companying hay fever attacks. The | 
inhaler is being sold through drug | 
}and department stores at $1. Art-| 


| wil Company, Advertising, Inc., New 
| York, has the account. 


Rink Names Geraghty 

John B. Geraghty Advertising 
| Agency, Philadelphia, has been ap- 
| pointed to handle a newspaper, car 
‘card and radio campaign for the 
|Philadelphia Gardens, a new ice 
\skating rink and dance floor opened 
/recently at the site of the old Na- 
| tional League ball park. 


| exe . 

‘Sinclaire Moves 

| Kennedy Sinclaire, Inc., New 
| York, specialist in bank advertising, 
has moved to larger quarters at 140 
Cedar street. 


KGO is in second place in San Francisco 


XY 


... but so was this horse in the Kentucky Derby 


R.. ognize him? That's right, t's Bimilech—one of the 


truly great horses 


dion at L BMIsTVUie TL 


his year in no way minir 

On the contrary, the mere fact that he re 
' 

4 he “is sf fa 7} u Tai a ¢ nN fur fdo fy] 5 ialé We 


fo that greatne 


We teel the same way about KGO. Thus we do this un- 


precedented thing 


is in second place among San Francisco stations. But being 
second to KPO, one of largest two stations in the West, in no 
way minimizes KGO’s importance. On the contrary, when 


you take KGO’s considerably 


in racing history. That he lost to Gallaha- 
mixes his 
an a close second in 


4aris a tes 


we trankly admit that in circulation it 


lower costs into consideration, 


CULTURE: 
NBC Symphony 


ercatness. 


There’s ¢c/ass! 


P| 


can deliver that tor vou too. . 


Homestead Bread 


such a position is a testimonal to KGO’s importance as an 


outstanding radio advertising buy. 


This importance KGO has caretully built up until today 


its leadership is recognized in many fields 


vital fields, such as 


NEWS: Programs every few hours, edited trom com- 


plete U. P. and I. N. S. services 
features and alert special events. 
SPORTS: Plav-! 


football, champ! 


- Represented Nationally by | 


plus N BC Blue news 


nley nrofeesional baseball and collese 
v-} ay profess Nai DasepDal ana ce nege 


nship fights, local sports commentaries. 


‘N 


And if vou want mas 


Town Meeting, Metropolitan Opera, 


and all the NBC Blue educational shows. 

AGRICULTURE: Daily service programs directed by 
a veteran full-time tarm program director 
Farm and Home Hour. 


plus National 


5, 7,500-watt KGO 
. as, for instance, it does tor 


with a Monday night amateur hour buck- 


ing major network shows. During its three years Homestead 
Amateur Hour has pulled up to go,000 votes a week, ranked 
first tor its time in coincidental survey. 

KGO boasts case histories in all divisions. Ask your nearest 
NBC representative for those in your own field of interest. 


SPOT Sales Offices | ay itn 


RADIO STATION DRAMATIZES ADVERTISING 


Station WOV, New York, is staging 
a weekly broadcast, ‘Man Behind 
the Ads." John Huggett, advertis- 
ing manager, Certain-teed Products 
Company, and Frederic Wakeman, 
Fuller & Smith & Ross, explain the 
“Look Homeward America” idea. 


Eastern Agencies 


Discuss Stake 
In Radio Music 


| Viewpoint of Medium 
| Presented by Kaye, 
of BMI 


| New York, July 31.—Formal ac- 
|knowledgment that radio advertis- 
|ers have a stake in the current bat- 
\tle between ASCAP and the radio 
| broadcasters was registered here 
today for the first time when radio 
directors and account executives of 
|32 leading New York and Philadel- 
|phia agencies, as well as represent- 
|atives of the Four A’s and the ANA 
participated in a general discussion 
jof the situation at a _ luncheon 
|sponsored by Broadcast Music, Inc., 
|}at the Waldorf Astoria Hotel. Other 
phases of the music situation are 
covered on Page 19. 

Keynote speaker was Sydney M. 
Kaye, vice-president and general 


counsel of BMI, who asserted that | 


“the entire future of radio and ra- 
dio advertising is threatened un- 
less the advertiser can obtain a 
competitive market for music just 
as he has for everything else that 
enters the advertising business.” 
Opportunity for Composers 
Mr. Kaye recounted the ASCAP 
demands for an increased share of 
radio revenue at the expiration of 
the existing agreement on Dec. 31. 


He said it is impossible for the ra- | 


dio industry to absorb “such ex- 
orbitant demands” as $45,000,000 or 
approximately $9,000,000 a year for 
the next five years. The only so- 
lution, he suggested, is for adver- 
tisers and their agencies to protect 
themselves from increased costs and 
their programs from sudden change 


by substituting now the music 
which radio will be licensed to play 
after Jan. 1, 1941—that is, music 


from the BMI catalog. 

“The radio industry does not 
want music for nothing,” he de- 
clared. “It is currently paying at 
the rate of $5,000,000 a year and 
we want to see this money go to 
those who deserve it after the 
American public has had an oppor- 
tunity to hear the music from all 
talented composers and is not re- 
quired to select its favorites from 
just a few.” 


ASCAP Music Reduced 


Mr. Kaye out that the 
task was not difficult as it 
seemed, as a breakdown of radio 
performance indicated that 388 
popular tunes accounted for 47 per 
cent of the music time on the air 
and 2,500 tunes for 83 per cent. 
ASCAP music on sustaining pro- 
grams has been materially reduced 


pointed 


as 


to date, without any apparent dim- 
inution of interest, he added. 

In response to a question by an 
agency radio director, Mr. Kaye 
said that BMI will grant full in- 
demnity to any agency, advertise: 
or performer who uses numbers 
from its catalog. He explained that 
|this differs from the ASCAP con- 
| tract which grants a limited indem- 
inity to the broadcaster and none t 
‘either advertiser or agency. 


McKay Heads L. A. 
Sales Managers 


Howard C. McKay of Foster and 
Kleiser Company has been elected 
president of the Sales Managers 
Association of Los Angeles. Other 
officers are: Ist vice-president, Gor- 
don J. Holmquist, Times-Mirro: 
Printing & Binding House; 2nd vice- 
president, Charles E. Arnn, News; 
3rd__ vice-president, Guy Colvin, 
Bancamerica Corporation; executive 


secretary, Harrison Matthews, 
Woodbury College. 
Directors are: Henry C. Rice, 


Southern California Edison Com- 
pany; E. P. Markee, General Elec- 
tric Company; Edward Mills, Van 
de Kamp’s Holland Dutch Bakers, 
Inc.; H. H. Fogwell, Thermador 
Mfg. Co., and Henry M. Burgeson, 
Lyon Van & Storage Company. 


Morris to Burnett 


Robert A. Morris has joined the 
merchandising staff of Leo Burnett 
|\Company, Chicago. Mr. Morris, wh« 
ihas been Eastern manager fo 
|What’s New in Home Economics 
|will take part in surveys bearing on 
the advertising campaign of the 
| Institute of American Meat Packer: 


Culp to Riordan 


Earl R. Culp has joined John H 
Riordan Company, Los Angeles, a 
|vice-president. He was _ former!) 
with Heintz, Pickering & Co., Lo 
Angeles. 
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ADVERTISING AGE 


YOU KNOW THE sMITHs. ‘Typical 
American family. Mr. and Mrs. and a 
couple of youngsters. A car, 1940 model. 
A couple of radios and all the other appli- 
ances for easier living. And a budget. 

Mrs. Smith managed the budget. 
But Mr. Smith was a great one for read- 
ing the ads. And every time he suggested, 
“Why don’t we get some of those newly 
advertised Snickersees for breakfast?” 
or “Wonder how those new Snoopersaks 
would be for dinner sometime?” — Mrs. 
Smith went out and bought them. 

And the budget suffered. But the 
Smiths didn't Worry about that. Because, 
like other Times-reading families in’ the 
Profit Half of the New York market, they 
could afford to stretch the budget a little 
bit when they wanted to indulge their de- 
sires for the new and better things that 
advertising offers them. 

The moral for advertisers is that 
there are lots of Smiths in the Profit Half 
of the New York market and they are logi- 
cally the first families to go after with your 
advertising. Because, although only 54% 
of all families here, they buy 60-70% of 
all advertised grocery products sold here. 

And the way to reach them, of 
course, is through The New York Times, 
which concentrates advertising in this prof- 


it-rich Profit Half of the New York market. 
The New York Times 


ADVERTISING OFFICES: CHICAGO - 


DETROIT * SAN FRANCISCO’ LOS ANGELES 
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ADVERTISING AGE 


1940 


Keifer, Veteran 
of Newspaperdom, 
Dies in Chicago 


Terre Haute, Ind., July 29 
Andrew C. Keifer, 73, vice-president 
and general manager of the Terre 
Taute, Ind., Tribune-Star Publish- 
ing Company, died suddenly in St. 
Luke’s Hospital, Chicago, where he 
had gone on a visit. His death was 
attributed to reaction from dia- 


betes. He was a native of Cleve- 
land, where he entered his news- 
paper career with the Cleveland 
Press. Later he went to Detroit, 
where he became circulation man- 
ager of the Detroit News. From 
Detroit he went to Indianapolis 
where he was the moving figure in 


the organization of the old Indian- 
apolis Sun, predecessor of the pres- 
ent Indianapolis Times. 

In 1911 he came to Terre Haute 
where he made an_ outstanding 
name for himself in the newspaper 
field in the development of the 


Terre Haute Tribune and later the 
acquisition and general management 
of the Terre Haute Star. His son, 
Louis P. Keifer, is advertising man- 
ager of the Tribune-Star. 


Blame Heat Wave 
for Death of 
Agency Official 


Milwaukee, July 29.—Forbes M. 
Morrison, account executive with 
the Cramer-Krasselt Company, Mil- 
waukee, died in Grand Rapids, 
Mich., July 25 of illness induced by 
the heat. On a business trip through 
Michigan, he was _ stricken he 
prepared to leave for Ludington. 

Mr. Morrison joined the staff of 
the Cramer-Krasselt Company on 
Feb. 15, 1932, coming from the now 
dissolved Dyer - Enzinger agency 
(formerly Olson & Enzinger) where 
he had been a vice-president. 

Prior to his connections in Mil- 
waukee, Mr. Morrison had been 
sistant to the president and adver- 


as 


as- 


tising manager of the Cyclone Fence 
Company at Waukegan, III.; assist- 
ant advertising manager of S. F. 
Bowser & Co. at Fort Wayne, Ind.; 
in charge of direct-mail literature 
for the General Electric Company, 
also at Fort Wayne. He had de- 
voted nearly 25 years to advertis- 
ing and selling. 


WILLIAM F. KENTNOR 

Chicago, July 29.—William F. 
Kentnor, 59, trade paper advertising 
representative, died at his Win- 
netka home yesterday after being 
ill more than a year. At one time 
he was associated with his father, 
the late William H. Kentnor, as a 
publishers’ representative. 


HERBERT C. GILLILAND 

Toledo, July 29.—Herbert C. Gil- 
liland, 31, assistant manager of radio 
station WTOL for the last year, died 
today in the University of Michigan 
Hospital, Ann Arbor, after an ill- 
ness of several months. Before com- 
ing to Toledo he was sales promo- 


tion manager of radio _ stations 
CKLW, Windsor, and WSGN, Birm- 
ingham, Ala. 


WATSON S. HAWKINS 
Rochester, N. Y., July 29.—Wat- 
son S. Hawkins, 87, of Waterville, 
N. Y., former publisher, died at 
Utica Memorial Hospital July 24. 
He was graduated from Syracuse 
University in 1878 and after work- 
ing for a time on Utica newspapers, 
went to Potsdam, N. Y., to estab- 


lish the Potsdam Herald, which 
later became the Potsdam Herald- 
Reporter. Mr. Hawkins leaves one 


brother, H. H. Hawkins, publisher 
of the Hamilton Republican. 


CHARLES ALBERT STUART 
Kenosha, Wis., July 29.—Charles 
Albert Stuart, 61, chief designer for 
the Simmons Company, died here 
July 26 following a lengthy illness. 
Before joining the Simmons Com- 
pany in 1907, Mr. Stuart was em- 
ployed by the American Bed Com- 
pany, St. Louis, Mo. He was recog- 


* Primary service area 
con- 
as measured by 


based on .SMV/M 
tour 
Jansky and Bailey. 


Ww 
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HARTFORO O 


; 
NO 


ASOD . 


year around. 


Central New England ranks high among all United States 
markets — both for the stable production of industrial manu- 
factures, and for above-normal expenditures on many consumer 
goods. Within this Vital Midriff live over a million people 
(250,639 families), one seventh of New England’s total population, 
where over 98% of the homes have one or more radio receivers. 


One advertising medium and only one, WTAG (5000 Watts 
daytime — 1000 at night) offers primary service to the 250,639 
families in the Vital Midriff. 


. These million people represent an ideal group for test 
campaigns in a market which is highly responsive the 


NBC BASIC RED AND YANKEE NETWORKS 


_ EDWARD PETRY & C0., INC——NATIONAL REPRESENTATIVE 
OWNED AND OPERATED BY THE WORCESTER TELEGRAM-GAZETTE 


August 5, 


——— 


nized as an outstanding designer o; 
furniture in the United States 


ANTHONY VAN PIETERSOM 
Milwaukee, July 29. — Fune: 
services were held July 27 for A; 
thony Van Pietersom, 68, treasu 
of Klau-Van Pietersom-Dunlap A 
sociates, Inc., who died July 25 
his home here. A native of Mi 
waukee, Mr. Van Pietersom joins 
the late G. W. Klau in forming t!} 
advertising agency in 1906. 


JEROME SCHWEITZER 

St. Louis, July 29.—Jeron 
Schweitzer, 27, commercial art 
employed by Westheimer & Co., § 
Louis advertising agency, died Jul 
26 at the St. Louis County Hospit: 
from neck fractures suffered tw 
days previous when he dove int 
shallow water in a swimming por 
on the Meramec River. 


MADELINE HACKETT 

Detroit, Aug. 1.—Funeral service 
for Madeline Hackett, for seve: 
years advertising manager of th: 
Horticultural News, published b 
the Michigan Horticultural Society, 
were held today. Miss Hackett die: 
Monday after a brief illness. 


WILLIAM R. LUDDEN 


Auburn, Me., Aug. 1.—William R 
/Ludden, 49, publisher of the Au 
burn Free Press, was instantly kille: 
| when he fell off a cliff at Moosehea: 
Lake where he had gone for a fish 
ing trip. 


LAWRENCE C. LETZKUS 

Akron, O., Aug. 1.—Lawrence C 
Letzkus, Pittsburgh, sales manage: 
of the cement department of th: 
|Pittsburgh Plate Companys 
was one of the first identified dead 
‘in the railroad disaster yesterda) 
at Cuyahoga Falls, O., in which 41 
persons lost their lives. 


Comet Rice Mills 
Expands Campaign 

Comet Rice Mills, Beaumont 
Texas, is planning an expanded fal 
advertising campaign for its Comet 
|White and Comet Brown rice. Fo 
four successive years the adver- 
tising appropriation, which is based 
on sales, has been increased. 

Space has been scheduled in busi- 
ness publications and the following 
magazines: Good Housekeeping 
Ladies’ Home Journal, McCall's 
Parents’, Physical Culture and Tru 
Story. About 50 Southeastern and 
Southwestern daily newspapers wil 
be used as well as radio in certail 
important marketing areas. 


Glass 


Stewart with Agency 

A. B. Stewart has joined AW 
Advertising, Inc., New York, a 
account executive. He was formerly 
with the New York Herald Tribun« 
and Birch-Field Agency. 


Agency for Graf 


John Graf Company, Milwaukee 
bottler of carbonated beverages, hi: 
placed its advertising account wit! 
Cramer-Krasselt Company, Milwau 
kee. F. J. Schneller account 
executive. 


1s 


KAUFMANN & FABRY CO} 
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ADVERTISING AGE 


Bou 


NEW YORK, 799 SEVENTH AVENUE 


Columbia Recording Corporation, a subsidiary of 


Columbia Broadcasting System, Inc., is now ac- 


— 


tively in the electrical transcription business. 


Complete recording studios, incorporating the most modern 


facilities, will be available September first, in New York, Chicago, 
and Hollywood. Manufacturing and processing facilities are at 


Bridgeport, Connecticut, and Hollywood, California. 


You are invited to hear a demonstration of the recording charac- 


teristic of aColumbia Electrical Transcription, during the N.A.B. 


Convention, Hotel St. Francis, San Francisco, beginning Aug. 4. 


TRANSCRIPTION DIVISION 


COLUMBIA RECORDING CORPORATION 


A SUBSIDIARY OF COLUMBIA BROADCASTING SYSTEM, INC. 


+ CHICAGO, WRIGLEY BUILDING - HOLLYWOOD, COLUMBIA SQUARE 
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August 5, 1949 


Phillip Andrews Sets 
Up Own Business 


president of U. S. Camera Publish- 


ing Corporation, New York, to Bows in Fall 


establish Phillip Andrews & Associ- New York. 


ates at 545 Fifth avenue, New York. 
The company will specialize in 
media sales promotion, production 
of house organs and catalogs 


merly treasurer, and will also re- 
tain that post Tom F. Harragan, White 
account executive of the Maloney 
agency, has been named secretary 
of the company and will divide his 
time between the agency and pub- Aspergum 


two other 


lication Frank Comtois will con- Chooz, will 
tinue as advertising manager of a 10-tablet 
U. S. Camera The introductory 

through William 
Joins “Macon Telegraph” include newspapers in leading cities, 

spot radio ovei 
sertions in Collier’s, Life and Look. 
The national 


joined the staff of the Macon Tele- heavily merchandised 


W. Theo Elliott, formerly asso- 
ciated with the Perkins-Elliott Ad- 
vertising Agency, Macon, Ga., has 


graph & News trade. 


Chooz, Addition 
Phillip Andrews has resigned as to White Family, 


extensive tests embracing 1,000 drug 
stores in four states, 
tories, Inc., 

T. J. Maloney, head of the agency trated campaign 
bearing that name, has assumed the for Chooz, a 
presidency of the publishing com- in chewing gum 
pany, which he owns. He was for- Inc., a White 


White Labora- 


in mid-September 
anti-acid product 


established to market the product. 
Laboratories 
chewing gum 
products, Feen-A-Mint and Dillard’s 
The addition to the line, 


campaign, 


Daily Newspaper Gains 
Offset 6-Month Losses 

For the first time since 1935 a 
six-month period has been com- 
pleted without a net change in the 
number of daily newspapers pub- 
lished in the United States, J. P. H. 
Johnson, editor of N. W. Ayer & 
Son’s Directory of Newspapers and 
Periodicals, reported today. 

During the first six months of 
1940, according to Mr. Johnson, 
eight entirely new dailies emerged, 
and five weeklies changed to dailies, 
for a total of 13 new dailies in the 
period. This exactly offsets the 
loss of 13 dailies which suspended 
publication during the same period, 
with the result that the total num- 
ber of dailies being published at the 
end of June, 1940, was 2,015—the 
same as at the end of December, 
1939 


Thompson Appointed 


The Buenos Aijires office of J. 
Walter Thompson Company has 
been named to direct advertising 
of Moore - McCormack Steamship 
Line in Argentina. 


Mactadden Starts 
New Script Show 
for True Story 


New York, Aug. 1. — Macfadden 
Publications, Inc., third advertiser 
to take advantage of the volume 
discount plan recently set up by the 
Mutual Broadcasting System, has 
begun a new series, “I’ll Never For- 
get,” for True Story. The program 
will be aired thrice weekly from 1 
to 1:15 p. m. on 75 MBS stations. 
Arthur Kudner, Inc. is the agency. 

Brown & Williamson Tobacco 
Company will shift “Show Boat,” 
for Avalon cigarettes, from the Blue 
to the Red network of the National 
Broadcasting Company, beginning 
Aug. 5. The musical show will be 
heard Monday from 9:30 to 10 p. m. 
on 53 stations. On the same day, 
the company will launch a new pro- 
gram, “Renfro Valley Folks,” for 
Big Ben cigars, on a Southern Red 
network of 15 stations. The new 
program will be heard at the same 


READY -TO-BROADCAST 
LOCAL PROGRAMS ? 


There are two outstanding 


77] NBC services available to 


your Mnswee’ vssiiv stations for building 


audience-commanding  lo- 


cal commercial and sustaining programs 

|. NBC Thesaurus. This “Treasure House of 
Recorded Programs” supplies a wide variety 
of fine musical material, recorded by popular. 
well-known artists and ensembles. Weekly con- 
tinuity for 21 outstanding program series (05 
programs a week) 

2. NBC Syndicated Program Service. Experth 
produced musieal and dramaty shows including 
such established successes as The Lone Ranger 
Betty and Bob’, “Secret Agent K-7 Returns 
Time Out with Allen Preseott™. “Carson Rob 
ison amd bis Buekaroos’. “Heart Throbs of 
the Hills”. “Five-Minute Mysteries” and many 
more. All are programs that create and /old 


irge audiences 


CUSTOM-BUILT PROGRAMS 
FOR ‘SPOTS’? 


NBC's “custom” recorded 


W sprrermeen iceiscomplete. 


UMwh: lt covers writing. casting 
your 


and production of shows. 


in addition to recording. processing, manufac 


turing and distribution of duplicate 


offers its splendid recording facilities 
plus processing and man 
ulacturimg of pressings lo agencies that prefer 


lo handle thei own program production, And 


PROGRAM PLANNING 


y, ising agencies in the plan 


nical serviee. casting help and other services. 


pressings. 


lor Spot and local advertisers. with their choice 


sales job at remarkably low cost. 


ter of Radio” are all yours when your show is 
recorded by NBC. Remember— NBC Ortha- 
coustic gives you recorded programs that liter- 


ally sound like live studio broadeasts! 


stations. NBC Thesaurus and AIR CHECKS? 
will do an outstanding 


? A great many radio artists 


W have discovered that this 


your uwer’ excellent NBC service best 


fulfills their requirements 


for “ofl the line” or “off the aur” recordings, 


NBCOs assistance to adver- 


The unmatehed facilities of the “Program Cen- % 


Seores of advertisers and agencies large 


ning of recorded programs & and small—use all or part of NBC's com. & 
includes studios. fine tech- . plete radio-recording servicer. Let us dem 
* onstrate how this outstanding service tits 0 

your requirements, re 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 


RCA Building, Radio City, New York *« Merchandise Mart, Chicago 
Sunset and Vine, Hollywood 


——— 


UP THE LADDER 


After many years in charge of ran 

sales in the Detroit area, W. S. (Sin 

Jones has been appointed sales ma 

ager, Detroit Vapor Stove Divisi: 

Borg-Warner Corporation, manufactu: 
of White Star gas ranges. 


time as “Show Boat.” Russel 
Seeds Company handles the 
count. 

Philip Morris Company will 
place *“‘Musical Game” with “Cri 
Doctor,” a new series to be he 
at the same time, Sunday, from 8 
to 8:55 p. m., over 62 stations of 1 
Columbia Broadcasting System, | 
ginning Aug. 4. The new prog) 
will feature weekly cash awa 
totaling $200 for the best lett 
giving Opinions on a_hypothet 
prison inmate’s appeal for rele 
after serving a minimum senten 
Biow Company is the agency. 


Fibber Returns Sept. 3 


S. C. Johnson & Son will add n 
stations, making a total of 89, to 1 
NBC Red network for “Fibber M: 
Gee and Molly,” beginning Oct 
The program will return from vac 
tion Sept. 3 Needham, Louis 
Brorby is the agency 

General Mills has replaced t 
regional programs, “Caroline’ 
Golden Store,” heard on a CBS M 
West web, and “My Children,” 
broadcast on the CBS Pacitie Co: 
network by Sperry Flour Compa: 
for Wheathearts, with a new d) 
matic series, “Beyond These V 
leys,”’ for Gold Medal flour. It v 
be over 11 CBS stations in the M 
West, and six on the Pacific Co 
Blackett-Sample-Hummert hand| 
the program for Gold Medal an 
Westco Advertising Agency hand| 
the Sperry account 

Vick Chemical Company 
launch a new variety show, as 
unnamed, on Sept. 30 over six 
tions of the NBC Red network 
the Pacific coast. The show wil! 
aired Monday from 10:30 to 10:4 
a. m. through Morse Internation 

Campana Sales Company will 
turn “First Nighter,” absent f! 
the air since May, to a CBS !: 
work of 53 stations Sept. 3 
program will be aired Tue 
from 8.30 to 8:55 p. m. thro 
Aubrey, Moore & Wallace 


Doering Joins Compton 


Hubert R. Doering, former]s 
vision sales manager of J 
Schlitz Brewing Company, 
waukee, has joined Compton Ad 
tising, New York, in an exe 
capacity. Before joining Schilit 
yeal ago, he was for many 
assistant to the vice-preside: 
charge of saies of Anheuser-b 
Inc., St. Louis 


HUNTING & FISHI 


700,000 ABC GUARANTEED 
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er the hat 


Advertising, like women’s hats, is subject to changing styles. 


= : F 
x 


Changes come in art and layout technique; new media ap- 
pear; resourceful devices are developed for making advertising 
messages interesting and readable. 

A first-rank agency never trails behind these styles—it cre- 
ates some of them, is alert to all of them. 

But—just as the woman under the hat is more important than 
the hat—so the selling idea underlying an advertisement is, 


at all times, far more important than the style it is clothed in. 


Young & Rubicam, Inc., aovertisine 


NEW YORK - CHICAGO - DETROIT - HOLLYWOOD - MONTREAL - TORONTO 
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In view of the statements fre- 
quently credited to a number of | 
important members of the national 
administration, suggesting that ad- | 
vertising aids in the establishment | 
and maintenance of monopolies, the 
suit filed by the Department of 
Justice at Lexington, Ky., leading | 
leaf tobacco market, against five 
important cigaret manufacturers 
was not especially surprising. The 
action taken by the United States 
district attorney, at the instance of 
the Department of Justice, accuses 
the leading producers of advertised 
cigarets of monopolistic practices 
in the purchase of leaf tobacco as 


well as the marketing of their 
products. 
“By nationwide advertising and 


sales promotion schemes,” the com- 
plaint asserts, “the ‘Big Four’ and 
Philip Morris & Co. created such a 
perfect acceptance and demand for 
their major brands that the offering 
of such products for sale being a 
necessary adjunct to the conduct 
of numerous wholesale, retail and 
service establishments, such estab- 
lishments are forced to handle the 
products even on unreasonable and 
arbitrary terms and at such prices.” 

We have no means of knowing 
what proof the government has of 
any alleged monopolistic practices 
of the cigaret manufacturers in 
the purchase of leaf tobacco or the 
compulsion of distributors, but if 
the case is no stronger than the 
charges relating to the advertising 
which has been done to make Lucky 
Strike, Camel, Chesterfield, Old 
Gold and Philip Morris cigarets 


popular, we would be inclined to 


| 


feel that the tobacco companies and | 


their executives have 
worry about. 

The theory that advertising tends 
to create a monopoly seems to imply 
that advertising is an _ exclusive 


nothing to 


|privilege enjoyed by a select few. 


It is true that large operators in the 
cigaret field spend millions of 
dollars for advertising; but they also 
have large factories, large sales 
forces and large reserves of capital 
by means of which to purchase, 
warehouse and process their stocks 
of tobacco. Hence the charges imply 
that merely being big and conduct- 
ing a big business, no matter how 
competitive, involves violation of 
the Sherman anti-trust law. 

Advertising is primarily a weapon 
of competition. By means of it any 
company, small or large, can bring 
its wares to the attention of the 
public, not only nationally, but in 
a single city, state or region. The 
Big Four recently expanded its 
ranks to include Philip Morris when 
that brand successfully challenged 
the popularity of the reigning 
favorites. And there are others 
coming along now to give the Big 
Five an argument. 

The bringing of legal action at 
Lexington, center of burley produc- 
tion, seems a bid for support from 
the tobacco growers. If they realize 
that cigaret advertising is. the 
most successful means of promoting 
the sale and consumption of their 
products, they may be smart 
to fall for this particular brand of 
political hokum. 


too 


Improving Magazine Sales 
Methods 


We believe the magazine publish- 
ing industry will win new plaudits 


from readers and advertisers for its | 


far-seeing program to improve 
methods used by subscription agen- 
cies in the sale of their publications. 
The plan now being set up through 
the co-operation of publishers and 
subscription agencies, requiring the 
registration of and the 
methods of 
long 
the 
jectionable phases of this important 
activity 


canvassers 


adoption of approved 


solicitation, represents a step 


forward in cleaning up ob- 


suffered because 


which 


Magazines have 
of the 


agencies 


manne! in some 


and their canvassers have 


operated. Misrepresentations bor- 


dering on confidence games have 
sufficient 
reactions from an 
the public. 


this 


used on a scale to 
violent 


important 


been 
produce 
section of 
Magazines 


promoted in way 


without 
own, 


control of 


lose 


effective their 
tended to and to 
suffer restrictions of all canvassing, 
as the result of an abuse of the 
privilege by a relatively few recal- 
citrant subscription 
sentatives 

The plan for controlling field sales 


caste 


agency repre- 


work in behalf of magazine sub- 
scription sales represents another 
fine example of self-regulation in 


business. The publishers and the 
subscription agencies recognized a 
which working to 
the detriment of the entire industry, 
and have taken 
eliminate it 


condition was 


firm measures to 


Over the long pull, the improve- 
ment which will undoubtedly result 


from the application of the new 
program will benefit every factor 
concerned—the subscription work- 


ers, the publishers, the readers and 


certainly the advertisers 
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"Get a load of this, Katy! 


—Zellerbach Paper Company 


He says he doesn't like th' make-up, but he'll hold 


the form ‘till he decides what new type face he wants—???" 


Ad-libbing 


A Caravan to Elwood 

This is political copy of a rather 
unusual type. Its sponsor was 
Charles T. Shoop of Queens, N. Y., 
who comes from a family of life- 


Independent voter with abso- 
lutely no political affiliations 
but tremendous admiration for 


| WENDELL L. WILLKIE 


has overwhelming desire to 

drive to Elwood, Indiana for 
| official acceptance address. 
| Believing that Willkie’s elec- 
| tion is vital to the future of 
the United States, would like 
| members of all parties, with 

similar ideas to join voluntar- 
| ily and drive out in their cars, 


participating in a great pa- 
| rade, with voluntary chair- 
| men for each state. 

If interested send ad- 
| dressed 3c stamped envelope 


for details and caravan route 
to TR 36 Herald Tribune. 


long Democrats but who is going to 
vote for Mr. Willkie. More than 
that, as this copy urges, he wants 
a lot of “good, plain folks’ to join 
with him in organizing a caravan 
to Elwood where the group will 
participate in the celebration ac- 
companying the acceptance speech. 
We're curious to know how the 
caravan is developing and we hope 
that Mr. Shoop will let us know. 
This advertisement appeared in the 
New York Herald Tribune in the 
same size as shown here. 


More About Mr. Willkie 

Mr. Willkie’s name appeared in 
another Herald Tribune advertise- 
ment recently when Macmillan 
Company, publisher of Carl Sny- 
der’s “Capitalism The Creator,” 
scored heavily with a direct testi- 
monial. Copy for the book quoted 
Mr. Willkie as follows: “In my 
judgment, it is the most stimulating 
and provocative treatment of our 
economic situation that I have seen.” 


Typewriters and Women 

If it hadn’t been for the former, 
the latter would never have loomed 
so large on the business horizon, 
says an interesting brochure issued 
by the Office Equipment Manufac- 
turers Institute. The brochure does 
a fine job in dramatizing just how 
much influence’ typewriters and 
other office equipment have had and 
will have in the lives of all of us. 
While it pays attention to all types 
of office equipment, a paragraph on 
the development of the typewriter is 
perhaps the most startling. 

“In 1870,” it asserts, “there were 
174 stenographers and typists. Of 
these, only eight were women. 
These women were looked upon as 
daring pioneers when they ventured 
into a realm belonging to man alone. 
Parents considered business no re- 
spectable vocation for a girl —she 
might as well become a ‘play act- 
ress.. By 1930, however, 811,190 
men and women found places in 
business as typists and_ stenog- 
raphers. Of this number 95.5 per 
cent were women. One office equip- 
ment invention alone —the type- 
writer—had launched nearly 800,- 
000 women in business careers.” 


Jottings ... 

The New Albany Tribune, New 
Albany, Ind., has a new promotion 
story for its classified salesmen. 
Seems that a champion butterbean 
grower in the vicinity was worried 
recently for fear that the extended 
drouth would spoil his crop. He 
placed this advertisement in the 
newspaper's classified columns: 
“Rain wanted for butterbeans on 
Needham farm, River Road.” Nat- 
urally, it rained within a couple of 
hours after the advertisement ap- 
peared. That was to be expected. 
But in the edition of the Tribune 
that we saw, the report appeared 
that it had been raining ever since, 
with the indication that the butter- 
bean grower might have to reverse 
his plea in another advertisement. 
This episode reminds one of father’s 
experience in “Life with Father.” 
One hot day, wanting ice, he got a 
yard full of it 


| 


jout 


Information 
for 


Advertisers 


The following documents may | 


secured without charge from con 


| panies sponsoring them, or throu; 
ADVERTISING AGE, by any nation 


,advertiser, or advertising agen: 
‘executive writing on his busine 
letterhead. 
|No. 1686. The Story of Gim; 
Gale. 
The Curtis Publishing Compan 
juses the newspaper memories 


|Gimpy Gale to trace the story « 


cellophane and its rapid reductio 


mm ers, the parallel being the 
| vidual impressions carried away by 


| 
| 


| 


/No. 1680. 


developing the 


in cost with increased use, pointin 


that the bulk of cellophan 
advertising has been carried in Th: 


|Saturday Evening Post and Ladie 
Home Journal. 


| No. 1687. 


A Farm & Ranch Stud; 
In this booklet Farm & Ranc! 


|dissects advertising and selling i 
ithe Southwest market in towns o 
less than 20,000 under the engagin; 


title of “The Traveling Salesma: 


and the Farmer’s Daughter.” I 


points up to the importance of farn 


advertising and Farm & Ranch. 


No. 1688. The Negro Market. 


A large portfolio of information 
importance of the 
Negro market, presented by the 
Robert S. Abbott Publishing Com 
pany, Chicago, publisher of the Chi 
cago Defender and its affiliated 
newspapers, the Louisville Defende 
and the Michigan Chronicle. 


No. 1659. 
Corn. 
Criterion Service recounts th 
long tale told by a sultan’s wif: 
about a granary emptied grain by 
grain of its corn. The story turn: 
out to have a moral for advertis- 
indi- 


One Rat—One Grain o} 


individual consumers. Criterion 
goes on with information about it 
circulation and cost of its displays 


No. 1654. The Industrial Center of 
the Northeast. 

Radio Station WTRY, Troy, N. Y 
has issued this folder, which pro 
vides a coverage map of the pri 
mary and metropolitan areas, with 
data on population and retail sale 
for both areas. The folder also 
tells about the station’s facilities 
staff and merchandising policy. 


No. 1679. 


The new monthly, Fashion, ha 
issued this brochure which tells th: 
prospective user what he wants t 
know about a newcomer in th: 
field. There is a description of th: 
idea behind the publication, wit 
details about editorial content, fo: 
mat and printing, rates and so ol! 


Fashion. 


More Circulation for t! 
Same Money in Poster Adver 
tising This Winter. 

Some interesting charts are i 
cluded in this brochure which h 
been issued by Outdoor Advertisi! 
Incorporated, showing the seasor 
variation in income, movie atten 
ance, hotel occupancy, gasoline co! 
sumption and other factors tendi 
to bring more people out of do 
in the winter months. The st 
deals with the increase in the nu: 
ber of panels by the majority of 
industry during the winter mont 


No. 1682. Cosmopolitan’s 
the Colors. 


Call 


The power of color is put act 
in an interesting way by Cosmoy7 
tan in its new color wheel for 
gadget-minded. A wheel that tu 
on a pivot between the covers sh 
the difference color makes in pr 
ucts, packages and symbols, w 
the reverse side contains Cosmo} 
tan’s “colorate” chart. 


No. 1625. The Enjoyment of C 

American Colortype Company 
reprinted, in this booklet, a s« 
of 26 of its advertisements, pr‘ 
ing an entertainingly told stor: 
its facilities and services. 
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ADVERTISING AGE 


THE HARD WAY TO MAKE EASY MONEY 


“hey’re off! Long-Shot at forty-to-one breaks from 
he barrier like a champion. Suckers in the crowd 
vave their tickets in the air and shout themselves 
ioarse. Now they’re in the backstretch . . . Long- 
‘hot still leading by a length... a nose...a 
vhisker. Long-Shot fades . . . winded. The suckers 
roan. The favorite by pedigree and record romps 
ome an easy winner. The suckers tear up their 


‘.ckets and trample them into the turf. Going 


Designed by Taylor Poore 


home they sigh, “It’s sure a hard way to make 
easy money.” ® *® *& Another hard way to make easy 
money ts to buy cheap engravings. They may sound 
good when you place the order, but they show thetr lack 
of pedigree when printing time comes. Fine engraving 
allows no margin for long-shot discounts. You must 
pay a full price for quality. Collins, Miller & Hutchings 
is a favorite source of engravings among advertisers and 


agencies who gladly pay a standard price for top quality. 


COLLINS, MILLER 
and HUTCHINGS 


Chicago Photoengravers 
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August 5, 1949 


Wurlitzer Hits 
New Note in 
Piano Advertising 


Detroit Store Wins 
Leading Copy Award 


at Convention 


Chicags 


store of 


July 30 The Detroit 
Wurlitzer Com- 
took the major award in the 
annual advertising and display com- 
petition held in connection with the 
convention and trade show of the 
National Association of Music Mer- 
chants. The Wurlitzer piano copy 
was adjudged best among stores in 
cities of 100,000 or more population 
and it thus took the first leg on a 
cup donated by Steinway & Sons. 
Steinway previously won the award 
for three years in succession, gaining 
permanent possession of a trophy. 
Judging was handled by a com- 
mittee headed by J. Kenneth Laird, 
of Young & Rubicam, Chicago. 
The committee reported that it 
was impressed, and at times startled, 
by the typographical 


tudolph 
pany 


contrast be- 


tween big city and small town ad- 
vertising. Newspapers of the latter 
apparently invest in modern type 
faces with the greatest reluctance, 
and merchants able to produce ef- 
fective layouts and copy are penal- 
ized by inability of the paper to set 
the advertising in attractive faces 
Perhaps a greater amount of syndi- 
cated copy provided by the manu- 
facturer or independent services In 
mat form will solve this puzzle 


First Person Plural 


While much piano advertising, in- 
cluding some of the manufacturers 
and dealers alike, has been highly 
effective, according to reports of 
prosperity current at the convention, 
the judges of the contest felt that 
the Wurlitzer copy had captured an 
element which is generally missing 


in such promotion—that of cheer- 
fulness The Wurlitzer advertise- 
ment, prepared by Schwimmer & 


Scott, Chicago agency, depicted a 
happy family group contemplating 
the joys of owning a piano and 
allowed the daughter of the house 
to provide the headline with the 
query, “Mother, can’t we have a 
Wurlitzer, too?” 

Piano advertising has at times 
been striking in its dignity. Whether 
it has been too aloof is a_ highly 
controversial question, but the 
judges, in selecting this copy to 


head their list, apparently voted in 
the affirmative and placed the seal 
of their approval on advertising 
which is redolent of all of the good 
cheer which possession of a fine 
musical instrument should bring 
and avoids the funeral note which 
pervades much of the promotion of 
the industry. 

Lyon & Healy, Chicago, took sec- 
ond place in this classification with 
an advertisement which ranked high 
because of sheer beauty. Grinnell 
3rothers, Detroit, placed third. A 
number of honorable mentions was 
given in each classification. 

Lyon & Healy won first place for 
advertising of musical merchandi:: 
in cities of 100,000 and over with a 
humorous which presented 
the judges merely with the difficulty 
of deciding which was the best ad- 
vertisement among a number of 
uniformly high level. 

If much piano and musical mer- 
chandise advertising lacks novelty 
of treatment, the same cannot be 
said of the ideas back of it, the 
judges reported. The window dis- 
plays which were judged through 
photographs were equally fresh in 
treatment. In fact, the jury ex- 
pressed the belief that most retail- 
ers are farther advanced in window 
display than in advertising. 

Forbes-Meagher Company, Madi- 
son, Wis., either built or transposed 
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Our Large Fireproof Building 


Completely equipped with modern automatic machinery 
for the economical and satisfactory production of 


PUBLICATIONS 


HOUSE ORGANS— BULLETINS 


CATALOGS 


Our prices are reasonable for the quality of work desired, and orders 
of any size can be handled efhciently and promptly. 
Publication, Booklet or Broadside, each is handled by men with 


vears of experience in the highest standard of quality. 


Me welcome an opportunity to discuss your printing 


requirements with you. Estimates gladly 


PRINTING PRODUCTS CORPORATION 


Wabash 3380 


3e it Catalog, 


furnished, 


CHICAGO 


ae 


| PIANO ADVERTISEMENT 


Why NOT, indeed! Not so long ago, 
the ownership of a really fine piano 
was considered a luxury. Then came 
the New Wurlitzer at an amazingly 
low price, to set a new standard of fine 
piano value. 

Today this superb instrument has 
an honored place in the homes of 
thousands of families of only average 
means 

Yes, here, at long last, is your dream 
piano ... a piano combining artistic 
beauty with faultless musical perform- 
ance... a piano to which you could 
point with pride . . . yours at the al- 
most unbelievably low price of $245! 


Small down pay- 
ment. Balance on 
Convenient Budget 
Plan. Yourold piano 
taken in trade 


a Mew Wnrbetyer, Loo?” 


The New Wurlitzer is so smartly 
styled, so compact, so perfectly pro- 
portioned, that it will fit in and har- 
monize anywhere in your home. Fin- 
ished in richly textured Kordevon, 
available in a great variety of colors, 
it lends itself to any decorative scheme. 

Most important of all—it is an in- 
strument of such purity, resonance 
and depth of tone that it will gratify 
the most critical musical taste. 

Don't let a limited budget prevent 
you from giving your family the ad- 
vantages of a fine, modern piano. Learn 
how easy it is to own by seeing and 
hearing the New Wurlitzer SOON! 


“245 


Model Mlustrated 
FULL 68 NOTE 


WURLIIZER 


A Name Famous in Music fer Over 200 Years 


Americas Ho.) Jiane from Coast. to-Coast / 


Newspaper copy which carried off major award in annual association contest. 


to their windows a complete 24- 
sheet poster, which won second 
prize in the less than 100,000 piano 
classification The winner in this 
section was Holmes Company, 
Hempstead, L. I., N. Y., which dis- 
played ingenuity in giving a new 
slant to the traditional Christmas 
window Honorable mention was 
won by the Vance Music Company, 
Mason City, la., which reproduced 
a complete drawing room in. its 
window. 


Displays Are Ingenious 


Wurlitzer won first prize for piano 


window displays among big-city 
stores with a treasure chest idea 
which is developed by the use of 


a crusted cask which might have 
come from the Spanish Main itself 
Southern California Music Com- 
pany, Los Angeles, took first prize 
for musical merchandise windows 
in the 100,000 and over class by the 
use of a girl baton twirler who drew 
huge throngs to its plate 
facade. 

Cluette & Sons, Troy, N. Y., won 
first prize for musical merchandise 
windows in cities of less than 100,- 
000 by installing its own orchestra 
in the windows to dispense sweet 
music to pedestrians. Galperin 
Music Company, Charleston, W. Va., 
featured a summer music camp in 
its display, which took second prize 
in the under 100,000 class 

Weaner Piano Store, York, Pa., 
had the best piano advertisement In 
cities of less than 100,000, while the 
Greensboro, N. C., Music Company, 
won the honor in musical 
merchandise copy in smallet 


glass 


same 


cities 


Two Appoint Lewin 


Greenways, Inc., 
appointed A. W. Lewin Company, 
Newark, to direct advertising of 
Sparkling Grenay. The same agency 
has been appointed by Greenspan 
Bros.. Perth Amboy, N . packers 
of Flagstaff Food Products 


Syracuse, has 


Sponsors Hughes 

Langendorf United Bakeries, Sa: 
Francisco, is sponsoring a nev 
broadcast, “News by Hughes,” wit! 
John B. Hughes newscasting ov: 
the Columbia Pacific network 
Mondays through Fridays at 1:30 
p. m. Leon Livingston Agency) 
San Francisco, is handling the ac- 
count 


Names Stephen Chairman 


Herbert L. Stephen, news edit: 
of Printers Ink, has been appointed 
chairman of the advertising a! 
selling course of the Advertisi 
Club of New York 


Garver to Join WOR 

Robert I. Garver, for the p: 
three years on the sales staff 
Tide, has resigned to join the sa 
department of Station WOR, Ne 
ark, effective Aug. 5 


How will your ART work 


ina 


oo 
Here’'saway _ LQ: 


to make sure 


In this 40-page book 
are suggestions for 
making newspaper 
artwork troubleproof. 


Vital working infor- 


We'll be glace ‘° 


mation on engrav- 

tell you m« 
ings. photography, 
typography. and lockup are given, t 8 
the interest of better newspape: advert 7 


The Rapid Electrotype Compo"y 
Cincinnati, Ohio 


“Grew up with national newspaper advert): °4 
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Purina Shifts Bottlers Offer Awards Classified Copy in St. Elizabeth hospital early in Fehlman Forms Agency 


American Bottlers of Carbonated July suffering from a subacute bac- 


a - ce age ew Warren P. Fehlman, formerly an 
Sales Training Beverages, Washington, will present Cheats Death, terial endocarditis account executive with H 


Darwin 
, nine merchandising awards to mem- 0 Repl Ad Clark Advertising Agency, Los An- 
. ber companies as a feature of its cc D 70 Replies to / geles, has opened an agency at 
to Field Men convention and exposition to be onverts octor > o- . ‘Seatineie 


mn CXE 2 =a ; ' 2614 Randolph street, Huntington 
St. Louis, Aug. 1.—In the belief held at Cincinnati Nov. 11-15. Be- Cndenes.. Ais 1-<Seving tetas Urgently needed were transfu- park ¢ lif. Known as the Warret 
: , sj . > awar fe cago, Aug aying ‘bute : ; 7 aia ea . ; : 
y effective sales training must be — the top award to be given to ie tin: ‘anil ess th find Las sions from donors who had recov- P, Fehlman Advertising Agency, its 
a P A . : . ast, almos Inc rehen- : 
continuous, Purina Mills has made - ep yer pyorge seal on bl et ' I ered from a streptococcus viridans accounts will include the Home 
advs -a ste 4 rene y sible power = 8 = ¥ metro- } se ce ; . 
territory managers responsible for of bottled ¥ : bn emo e~ oe —— ible power oO e modern metre infection, and the physician resorted Photo Service, Huntington Park; 
it: _ ate overages, Turco Products, Inc., Los Angeles 
th is important phase of its business, 10 awards eac rj » made far to the classified columns of the ps See oe : 
ae I pile I - - two awards each will be made fo1 physician in the “vox pop” depart- [pip : The — ... Los Angeles Sausage Company, and 
R G. Leavitt, merchandising man- outstanding performance in the : , . on deo-gary 1 Newspaper also re- | Lawdron Chemical Company, make 
. > ' . ne : 4“ ‘ ‘ > ak 
er, explained in an article in the juvenile, restaurant and home mar- ™¢Mt of the Chicago Tribune re- ported the facts in its news col- f Di-Mon-Glo wax, Los Angeles 
current issue of “Executive Service kets, plus two for best point-of- Ported a happy ending to a thrill- umns and over its 


politan newspaper, a letter from a 


radio station, 


; ate 99 me . ~~? re purchase material. ing drama in which the humble WGN. No less than 70 replies were 
B illetin,” published by Metropolitan chnusiiie a AE TNA A GERD GPS Y I . Hutiman to Judd 
Le Insurance Company. . aS Cs : received and two volunteers were 


‘ Ts) > ¢ . . 
I doubt that any organization WHN Raises Rate ee ae selected. The transfusions plus the | g.n'P Judd Advertising Company 
in America has held more sales The basic hour rate of WHN. New Carl G. Roberts was the doctor use of sulfapyradine were so effec- St. Louis. as account executive. He 
schools than we have,” commented york, will be raised Aug. 31 from who penned the missive in a mood tive that the patient quickly rallied wos formerly with Chappelow Ad- 
Mr. Leavitt. “We have been through $450 to $550, when a new schedule Of gratitude and thanksgiving. He and is now well on the way to con- yvertising Company and Radio Sta- 
every known phase of this type of of rates goes into effect recalled that Mrs. Estelle Reed was valescence tion KMOX 
training. We have experimented 
with time and methods. Somehow, 


there always seemed to be some- 
thing missing in sales school train- 
ing, and especially with new retail 
salesmen. 
‘For one thing, the new man is 
given too much at one gulp. Head- 
quarters experts pour ideas into him 
at one sitting and he simply cannot 
absorb them all. Moreover, he 
lacks knowledge of the best ways LOOK HED 
to apply this material in the actual 4 
making of a sale. 
‘A good sales-training program, 
we have determined, should embrace 


explanation, demonstration, _ trial, THAT YOUNGSTER* iS GROWING! 
. 


correction and drill. Most sales 
schools give a tremendous amount 
of explanation and a little demon- 
stration. But little opportunity is 
afforded the student for trial, cor- 
rection and drill.” 


Responsibility Is Shifted 


Mr. Leavitt said that four years 
ago Purina Mills started a program 
ot territory manager meetings, 
= which has been highly successful. 
Like most good ideas, this plan 
originated in the field, a close study 
of a few top-notch performers 
showing that these men had built 
big, powerful retail-selling organi- 
zations. Further study revealed that 
they had assumed the entire re- 
sponsibility of training their own 


esale organizations. 
“Out of this we started, in 1934, 


i program to put on the shoulders 


» of each territory manager the 
a responsibility of training his own 
etail-selling organization,” said Mr. 
Sa Leavitt “Today we feel that, if 
eV staff men from headquarters do the 
W entire sales-training job, the terri- 
ove 
70) tory manager loses the prestige that 
1:30 he would gain by doing this job 
Ney himself We have asked every 
C- territory manager to organize his 
own retail-sales training program 
on a regular basis and we help him 
nan by furnishing material every month 
dit for doing this job.” 
inte 


ising Stores Offer Coupons 

The Union-Premier Stores Com- 
pany, Philadelphia, operator of Food 
Pa r Self-Service Markets, is at- 
, icking the summer lull by offering 
fT fr e coupons worth 25 cents in trade 
to patrons of a West Philadelphia 
theater. The coupons are redeem- 


able at only two of the stores Another 10%; Increase in 10 Years! 


. ee ee ee ee ee ee ee ee ee ° 
— , soe an oau,> © During the past decade many a city saw 
wl = : — OuLamome city n ’ 167 3) - ian tl = ; ; 
‘ays a) om A mee tyiymsanonss ari , its population figure sag .. . saw its buying 
The Pioneer Voice of Kansas at ' 


s‘toases POWer curve slump off. But Oklahoma City 
continued on its 5l-year trend and tradition 
of going places. Today it offers more buyers, 
by 10°., than ever before ... buyers who 


need more clothes, more automobiles, more 


feeweueuweseseeseeseeeeeee4s 


rer... ee ee ee ee 


Mi) 


food, more tobacco, more toiletries, more 
everything. Sell this market today. Keep ¥ 
“a . Fifty-one years old 
selling it. It is a market that is young, active, " 4 i last April, Oklahoma 
ee alive...that is still growing, steadily, healthy. ‘ : City is still experi me § 
encing growing pains f 
la > ‘ 
mai WICHITA | 
t n 
rt 3 


upany | Heb Hollister, Gen. Mar. 
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ADVERTISING AGE 


August 5, 1949 


Four Agencies 
in Running as 
Dairy Appointee 


products and of convincing the iliar figure of the scarlet coated Tost less Od. /, 

; ja producer of the necessity of adver- “mountie” will be seen much less itis 

St. Paul, Aug. 1.—The selection |tising those products, according to frequently in future. Use of this 50 bland if’ op og 
of an advertising agency by the one spokesman. symbol has been general in the past om a 


has 
Thomas, 
Company, 
and Campbell- 


American Dairy Association 
been narrowed to Lord & 
J Walter Thompson 
Young & Rubicam 
Mithun, Inc., it was reported here 
today. Radio will be the primary 
medium for the time being. 

No less than 53 agencies applied 
for a hearing at the deliberations 
of the executive committee of the 
ADA, the recently formed market- 
ing organization for the entire dairy 
industry. Owen Richards, recently | 
borrowed from National Dairy | 
Council by the ADA, finally recom- | 
mended that representatives of ten 
agencies be heard. After these ten 
agency men had made their presen- 
tations, the committee selected four 
from which the final choice will be 


for the campaign is only $250,000, 
it is believed that in the not distant 
future, at least $1,000,000 annually 
will be available. 
Rapid Expansion Seen 

The initial campaign will assume 
the dual objective of selling the 
consumer on the value of dairy 


“This it is believed could be done 
in the most effective and economical 
manner by the use of radio,” he 
said. “Later when the producer- 
contributor became fully conver- 
sant with the factors involved in 
the campaign, a long-term effort of 
more intensive selling will be con- 
ducted through magazines, news- 
papers, cooking schools and_ the 


| National saentis Council.” 


Bakelite Moves 


Bakelite Corporation and Halo- 
wax Corporation have moved from 
247 Park avenue to the Carbide and 
Carbon bldg., 
York. 


Leon to Reiss 


30 E. 42nd street, New | 


May Ban Figure 
of ‘Mountie’ 
in Advertising 


B. C., Aug. 1.—Adver- 
ornamented by the fa- 


Vancouver, 
tisements 


by both United States and Cana- 
dian manufacturers, but all that is 
being changed under amendments 
to the Canadian enactments cover- 
ing the Royal Canadian Mounted 
Police. 

In future before any commercial 
use is made in advertising or trade- 
marks of the likeness of a Royal 
Canadian Mounted Police officer the 
consent of the Commissioner must 
be obtained, and according to Act- 
ing Justice Minister Cardin, this 
consent will be difficult to obtain. 

“We want to stop that kind of 
advertising entirely,” he told the 
Federal House as the amendments 
|came up for discussion. 


Reason for Move 


made. The appointment will be Saale Kaa Genesis wil Med In recent years some objection- 

made on the basis of definite plans | ops. P alien onan Company, lable advertisements have appeared 
. « « « < « 

to be explained by the agencies at Newark, has joined Reiss Advertis- vin connection with the name and 


a meeting in St. Paul next week. 
While the initial appropriation 


ing, New York, as production man- | 
ager. 


|}uniform of the force. Some market- 
ers desisted at the request of the De- 


. floodlights stage 


Se — 


SWIFT CHALLENGES FOR ‘SHORTENING MARKET 
Dut of the worlds largest food laboratories comes this 


AMAZING NEW LARD TISLUVERY' 


Exclusive Swift method makes possible the greatest 


lord development 


oe a 


/ DOUBLE YOUR 
MONEY BACK! 


“Marthe aoyar 


| Full page newspaper copy which broke in Chicago and Pittsburgh last week 
to be followed by a consistent campaign for the new Silverleaf lard. 


partment of Justice, but it was felt 

necessary to introduce this official 

restriction, the Minister explained. 
The bust of a mountie is now 


ment of Agriculture with the con- 
sent of the R. C. M. P. as a seal of 
a standard of quality of certain 
Canadian goods, it is explained fur- 
ther. This is held to make more 
important than ever the controlled | 
use of a simulation of a R. C. M. P 
officer in advertising. 


Cheney to Use Color 
Cheney Brothers, who sold 120,- 

000 ties in two months last year 

|with a single four-color advertise- 


| ““Maryland,” 


Ideal Names Harway 


Ideal Publishing Corporation 
New York, has appointed Don Har- 


| way & Co., San Francisco and Los 


being used by the Federal Depart-| Angeles, as West Coast representa- 


tive of Ideal Women’s Group. The 


/group includes Movie Life, Movies 


and Personal Romances. 


| Plans $1,000,000 Drive 


A million dollar newspaper adver- 
| tising campaign is being planned by 
|20th Century-Fox Film Corporation 
on the following four picture 
“Brigham Young,” 
“The Return of Frank James,” and 
“The Great Profile.” 


To Promote Chap Stick 


jment in a leading magazine, will 7 : ; 

|expand the use of color in its fall-| Fleet's chap stick, a chapped 1); 
|winter advertising. J. M. Mathes, preparation sold through drug stores 
Inc., New York, is the agency. since 1885, will be nationally adver- 


Lustberg Chooses Grey 
“Lustberg Nast & Co., New York, 
has appointed Grey Advertising 
Agency, New York, to direct promo- 
|tion of its sportswear. National 
|magazines will be used exclusively. 


Kenyon in New Post 


tised for the first time beginning in 
August. Regular insertions for Chap 
Stick Company, Lynchburg, Va. 
| will appear in two weekly maga- 
zines, through Lynn Baker Co: 
pany, New York. 


Stephen M. Kenyon, until re- 
cently an executive of Lord &) CONGRATULATIONS has received 
Thomas, New York, has joined the approval of the superintend 
Donahue & Coe, New York, in an ents and medical advisors of more 


executive capacity. 


than 500 hospitals. 


IMPORTANT FACTORS IN CHOOSING A 
TEST MARKET -- Baltimore has all 10! 


w= 
. . 


Good advertising coverage at reasonable rates. 
An average income (as determined by Sales Management's 
Survey of Buying Power) which correlates closely 


with 


sia . ’ . the section, or its population group. 
“a Chicago Ss picturesque old Water Tower “a a 3. : _——— which is a representative, well- 
2 valanced, of average cultural level. 
eo % 4 H 9 ’ H ’ 1. An average level of business activity. 
ee. while Superior s night staff 1S busily at work >. Suitable a sufficient distributive outlets. 
mere . . 6. Well-diversified industries. 
a few blocks away sat lil saving precious hours % A se comtained ecomomy: be well-isolated in relation to 
! Ns . n ™ m other larger markets. 
a for advertisers... affording time saving with- Close to average retail sales per family. 


9. Compact boundaries, 
checks. 


10. Advertising media which will cooperate in making a test. y 


. setting. For quality work with quickness, a 
f> remember Superior. Day and night service. % - ib p 
“| SUPERIOR ENGRAVING COMPANY (Vint iiimsmnne 1 


National Representatives ON THE NBC RED NETWO! 4 
Chicago, Illinois - 


for sales efficiency and frequent 


out overtime costs...on engravings. ..on ad 


"iy 


215 W. Superior St. + Phone Superior 7070 
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Other Consumer Contest 


5. How 
operate. 


The inter-dependence of our 
great industries. 
How _ through 


individual 


employment 


s 7 y 
Ideas Are Summarized ench of us is in some way a part of 


| 


Many Interesting Sug- 
gestions Advanced by 
Entrants 


Having presented summaries of | 
th 12 entries in the ADVERTISING | 
Avs contest for plans designed to| 
improve relationships between ad- 
vertisers and consumers, ADVERTIS- 
inc AGE here presents a number of | 
su gestions included in other entries | 
suomitted which are believed to | 
m rit the consideration of the field, | 
alirough none of them necessarily 
is a complete or even partial an- 
swer to the basic problems involved. | 
They are presented for whatever 
value they may have in offering 
suygestions to those concerned with | 
the product, and in stimulating fur- 
ther thought on the part of the field 
as a@ whole. Others will be pre- 
sented from time to time.] 

New York, July 30.—Several in- | 
teresting suggestions for improving 
relationships between advertisers 
and consumers were presented in 
the analysis submitted by Robert A. 
Morris, of Harvey & Howe, Inc., 
New York. 

The first of these, advanced in 
connection with the author’s first 
point—that business must make 
friends with its closest market (its 
employes)—-was that every employe 
be given the opportunity, at some | 
time or other, of at least seeing | 
every operation in the plant. “The 
employe is a consumer,” says vod 
author, “and when he ‘knows’ about 
a product, no one within hearing | 
distance can make false claims 
about it; the employe will stand up 
and boost ‘his’ product.” 

He also advances the suggestion, 
similar to that advanced in one of 
the entries previously summarized 
here, that every printed advertise- | 
ment carry information dealing with | 
what it costs to get “you, the cus- | 
tomer, to read it.” He suggests | 
further that wherever it is safely | 
possible, consumers should be in-| 
vited and encouraged to visit and 
inspect the plant, as such visits will | 
create a feeling of friendliness and 
pride in the American economic | 
system which can_ scarcely be | 
achieved otherwise in many cases. | 

+ * + 


The most detailed and interesting 
suggestion along the line of plant 
inspection was presented in the en- 
try of Carole May and Harriet 
Lybrook of Chicago, which outlined 
a “consumer-industrial pilgrimage” 
in which “united industry tells its 
story to consumers.” 

[he authors explain the purpose 
i the “consumer-industrial _ pil- 
grimage” as follows: 

lo give industry and business the 
pportunity to demonstrate to dele- 
gates who are representative con- 
sumers: 

That statements made by them 


CLOSING-DATE CRISES? 


a 
(»oxanse ) fs 
is 
THE PLATES ARE| )3 = hS 
COMING BY ||-— s 
RAILWAY Wa 
EXPRESS, 


THEY'LL GET 
| 1ERE ON viet} 


®@ When minutes seem hours, 
p! one RAILWAY EXPRESS. Your half- 
tones, mats, electros, booklets, any- 
th ng, everything, will be called for, 
ru hed at fast, express-train speed and 
dclivered direct at low, economical 
ta'es. Door-to-door pick-up and deliv- 
er service, days, nights and Sundays, 
in all cities and principal towns at no 
extra charge. Nation-wide coverage. 

For Super-speed use AIR EXPRESS 

4 miles a minute 
Special pick-up 


Special delivery. 
RAILWAY€)EXPRESS 
AGENCY Inc 


NATION-WIDE RAIL-AIR SERVICE 


the national industrial plan. 
about their products are honest and| 8. Infinite care taken by industry 
| sincere. to give consumers the finest prod- 
2. That advertising helps to de- | ucts at lowest possible cost. 
| crease cost of products. 9. How our great American in- 
3. That advertising is the least! dustries build healthy American 
| expensive method a manufacturer | communities made up of substantial | 
|/can use to tell consumers about his | citizens. 
| products. The general plan for a national 
Would Tell All {consumer - industrial pilgrimage, 


4. That the great research neces- | Which is later supplemented with a 
sary for perfecting products is only | Similar plan for local pilgrimages, 
possible through the facilities and is as follows: 
resources of our great industries. (Continued on Page 21) 


industries | Allen ii Duff-Norton. 


|ing year. 


Denver Repension Merge 

Robert G. Allen, of Greensburg,, The Denver advertising agencies 
Pa., a former Congressman, has/of Bradley Lane & Associates and 
been elected president and a direc-|Curt Freiberger Advertising have 
tor of the Duff-Norton Mfg. Com-|been merged to form Lane-Frei- 
pany, Pittsburgh, succeeding the|berger. Bradley Lane and Curt 
late Thomas Atterbury McGinley.|Freiberger will be partners. Vic- 
Before being elected to Congress in |tor Croley will be production man- 
1937, Mr. Allen was sales manager |ager and space buyer. Accounts to 
of the Walworth Company, maker|be handled include Tivoli-Union 
of valves and fittings. He has had |Brewing Company, the Powerine 
no previous connection with Duff-|Company and Beauty Products 
Norton, which makes lifting jacks Company. 


and other lifting apparatus. --———--—- 
rT as Crandall Promoted 
Ashe e Seeks Ad Fund Robert A. Crandall, an associate 


The Asheville Chamber of Com- |editor for several years of Brewery 
merce has asked for an advertising| Age, has been named managing 
appropriation of $54,000 with which |editor of Modern Brewery Age, 
to advertise Asheville and its sur-|formed last March with the consoli- 
rounding territory during the com-jdation of Modern Brewer and 
Brewery Age. 


Golden flows 


The clock swings ’round to the afternoon, 
and the golden leisure hours begin in hundreds of 
thousands of Philadelphia homes 
. a golden opportunity for the advertiser. 
For The 


homes, right at hand—being read—when there’s more 


Evening Bulletin is in most Philadelphia 
time to read. 


3ut more than the lively interest so many of these 
people have in everything this newspaper prints—it is 
The 


newspaper so fortunate a choice as an advertising medium. 


their solid confidence Bulletin that makes this 


Your advertising in The Philadelphia Evening Bulletin 
will reach this great home market during the “Golden 


Hours’”—to be received with interest, read with belief 


and acted upon with confidence. 
That the interest of Bulletin readers is genuine, their 


confidence real, is shown by The Bulletin’s leadership 


in daily circulation for thirty-five consecutive years. 


Leadership attained without the use of 


subscriber 


premiums or any other artificial subscriber inducement. 

Your advertising agency or an Evening Bulletin repre- 
sentative will tell you the interesting facts about Phila- 
delphia and The Evening Bulletin. 

Ask about The Bulletin’s 
circulation entirely on merit its concentration of 
circulation within the retail trading area (95° ABC) 

its exceptionally low reader. 


long leadership in daily 


advertising cost per 


Readers Spend Over 43% More Time on The Bulletin 


In a recent impartial survey by Publication Research Service 
of Chicago, when Philadelphians answered the question, 
“How much time did you spend reading these Philadelphia 
newspapers yesterday,” the results were: 

Men Women 


Average Average 
Reading Reading 
Time Time 
Evening Bulletin readers 54.5 min. 52.8 min 
Newspaper No. 2 readers 37.9 33.7 
Newspaper No. 3 readers 28.7 36.9 
Newspaper No. 4 readers 35.0 32.4 


Women spend at least 43.1% more time reading The Bulletin 
than any other Philadelphia newspaper. 

Men spend at least 43.8% more time reading The Bulletin than 
any other Philadelphia newspaper. 


opyright 1940, Bulletin Co., Philadelphia 
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Voice of the Advertiser 


Flags Flying 

To the Editor: The enclosed may 
be of interest 

It is an enlargement 
mm Kodachrome frame from the 
three-reel film “Baltimore,” just re- 
leased You will note that the 
United States flag and the Maryland 
flag fly toward each other—and, as 
Lowell Thomas says in his accom- 
panying narration: “No, not trick 
photography Just alr currents 
circulating around the base of the 
monument.” 

The film, incidentally, is being re- 
ieased through the tourist bureau 
of the Baltimore Association § of 
Commerce and 15 copies will be 
circulated free to any group of 100 
or more owning a 16 mm sound pro- 


from a 16 


jector. Extra copies will be sent 
to South America to sell Balti- 
more, 


MILTON STARK, 
Stark Films, Baltimore. 


’ v v 
How Sales Are Made 
To the Editor: If you make a 
better mousetrap . Just mention 
the fact in ADVERTISING AGE! 


I’m sure you'll agree that the 
attached letter from the Panama 
Canal Zone is a commentary on 


both the thorough readership which 
your publication receives, and on 
the news-worthiness of our client’s 
product Par-Ful, “The Ants’ Last 
Meal.” 

Needless to say, Mr. Stallings’ 
supply of Par-Ful was dispatched 
in record time. If it gets the same 
enthusiastic reception in Panama 
which it has received in California, 
ADVERTISING AGE will have been in- 
strumental in opening a new market 
to a new product. 

R. E. AKey, 

Sidney Garfinkel Advertising 

Agency, San Francisco. 

[Editor's Note: The letter Mr. 
Akey refers to came from W. W. 
Stallings, manager, Colgate-Palm- 
olive-Peet Company, Panama, and 
read: 

“Gentlemen: In a recent issue of 
ADVERTISING AGE I read with much 
interest that you are to handle a 
campaign tor Chemical Distributing 
Company and their ‘Par-Ful.’ 

“Now if there is any one thing 
above all others which life in the 
tropics demands, that thing is a 
really effective ant paste. 

“I am so anxious to try ‘Par-Ful’ 
that I hope your client can send a 
small sample this way via first-class 
mail. For your trouble, I think I 
can return a few merchandising 
suggestions for ‘South of the Bor- 
der.’ ’’] 

v v ’ 


Advertising Policies 
of Air Lines Defended 


To the Editor: Perhaps it would 
cool Mr. Gordon Moffitt’s indigna- 
tion, if not his sunburn, to realize 
that the airlines’ “It Pays to Fly” 
advertising has been largely con- 


This department is a reader’s forum. 


Letters are welcome. 


FLAGS FLY IN ALL DIRECTIONS 


Freak wind currents make these flags blow toward each other in a motion picture 
designed to sell the advantages of Baltimore. 


fined to national magazines in order 
to equalize its benefits to partici- 
pants, as nearly as possible; while 
members of the association have 
capitalized on its entry into nearly 
every home in the nation by use of 
the “It Pays to Fly” signature in 
their own extensive newspaper ad- 
vertising. 

The Air Transport Association’s 
appeal to editors and publishers is 
certainly not without reason. For 
instance, consider the effect on read- 
ers of the enclosed advertisements 
if the newspaper in which they ap- 
peared some minor airplane acci- 
dent which occurred in another 
section of the country. 

M. L. CLARK, 

MacGruder & Co., Advertising, 

Denver, Colo. 


Better Business Bureaus 
Have Complete Codes 


To the Editor: With reference to 
your recent editorial, “Why Not a 
Code of Advertising Practice?” I 
should like to call your attention to 
“A Guide for Retail Advertising and 
Selling,” and “A Guide to National 
Advertising.” 

I think you will agree with me 
that in working up these guides and 
making them available generally, 
that Better Business Bureaus have 
made a substantial contribution to 


assist advertisers to avoid trans- 
gressions of the law or practices 
which are detrimental to public 


interest. 

“A Guide for Retail Advertising 
and Selling” is composed of over 
1500 definitions, standards, govern- 
ment regulations, laws and recom- 
mendations designed to aid retailers 


Not Enthusiastic 


To the Editor: The New Orleans 
Times-Picayune’s make-up man ap- 
parently isn’t enthusiastic over Miss 
New Orleans of 1938’s invitation. 

MARION DARRAH MANNING, 

Simons - Michelson Company, 

Detroit. 


MAKE-UP MAN REFUSES TO FALL FOR BEAUTY 
REGAL BEER 


nition fave ILL try Fade 
TORE Fema ae, Oe ' 


Smart repartee devised by Times-Picayune make-up man. 


in the attainment of accurate adver- 
tising and in the avoidance of inac- 
curate advertising. 

In effect the “Retail Guide” tells 
retail advertisers what they can say 
and what they cannot say about a 
vast number of commodities and 
services sold at retail and particu- 
larly about those which are most 
commonly the subject of misdescrip- 
tion and complaint. It covers such 
subjects as Comparative Prices, 
Materials and Material Content, 
Trade Names, Trade Marks, De- 
scriptions, Statements, Substan- 
dards, Seconds, Not on Sale and 
Bait Advertising, Range of Sizes 
and Colors, Automobiles, Bedding, 
Dyeing and Cleaning, Fabrics, Food, 
Furniture, Furs, Hairdressing, 
Hosiery, Jewelry, Leather Goods, 
Shoes and Gloves, Medical and 
Cosmetic, Men’s Clothing, Millinery, 
Optical Advertising, Pottery and 
Glassware, Radio, Refrigerators, 
Rugs and Floor Coverings, Tires, 
etc. 

The “Retail Guide” is based pri- 
marily upon the rulings and recom- 
mendations of government bureaus 
having some interest in or jurisdic- 
tion over advertising. It gives 
digests of trade practice conference 
rules and refers to stipulations, 


orders to cease and desist, court 
decisions and National Bureau of 
Standards Commercial Standards. 


The Bureaus’ recommendations, as 
contained in this “Guide” are based 
upon the principles established in 
Federal Trade Commission pro- 
ceedings. They are carefully checked 
with trade and scientific authorities 
before publication. 

Revisions are published from time 
to time and between revisions the 
various Bureaus issue _ bulletins 
which have the effect of keeping 
the “Retail Guide” constantly up to 
date. More than 16,000 copies are 
in constant use throughout the 
United States, helping retail adver- 
tisers, advertising agencies and 
publishers to avoid the difficulties 
incident to the use of inaccurate, 
misleading or deceptive advertising. 

“A Guide to National Advertising” 
is a loose-leaf service which gives 
facts and recommendations to guide 
in the preparation of national adver- 
tising copy which will be accurate 
and informative and comply with 
governmental regulations. It was 
initially published in February, 
1939. Revised and supplemented 
periodically since that date, it now 
contains approximately 100,000 
words. It is completely indexed 
and cross-indexed. 

The material contained in the 
“Guide” is based upon data secured 
from authoritative trade, profes- 
sional and governmental sources, on 
rulings by various governmental 
agencies, and on information gath- 
ered by the National Better Busi- 
ness Bureau in thousands of 
advertising investigations and 
supplemental research. Particular 
attention has been given to rulings 
of the Federal Trade Commission, 
and citations by the Commission on 
general and specific subjects are 
quoted copiously throughout the 
book In the preparation of the 


“Guide” the Bureau had the assist- 
ance of an advisory committee 
composed of representatives of lead- 
ing national advertising media 
including Crowell Publishing Com- 
pany, Good Housekeeping, Mac- 
fadden Publications, Time, Inc., and 
the National Broadcasting Company. 

The “Guide” is divided into sec- 
tions dealing with various general 
subjects. At present, there are nine 
of these sections, as follows: 

(1) The Wheeler-Lea Act. 

(2) The Federal Food, Drug and 
Cosmetic Act. 

(3) General Subjects. 

(4) Medical (Drugs and Devices). 

(5) Cosmetics. 

(6) Food. 

(7) Alcoholic Beverages. 

(8) Jewelry. 

(9) Schools. 

The various sections are divided 
into chapters or sub-sections. For 
example, the Medical section con- 
tains individual chapters on such 
subjects as coughs and colds, aches 
and pains, obesity, rupture, psoriasis, 
athlete’s foot, mouth diseases, corns, 
eye conditions, constipation, acne 
and eczema, piles, etc. In each case, 
the chapter discusses the nature of 
the condition in question, gives facts 
about the properties of the different 
types of product advertised for it, 
and indicates claims which may 
properly be made for them and 
what should be avoided. 

The coverage of the “Guide” is 
not complete at the present time 
but supplements are issued periodi- 
cally adding new subjects to exist- 
ing sections, and entire new sections 
are also added. For example, the 
sections on “Jewelry” and “Schools” 
have been added since the “‘Guide” 
was initially published and another 
section dealing with “Textiles” is in 
process of preparation. Eventually, 
it is hoped that the “Guide” may 
cover the entire field of national 
advertising. 


’ 


The subject of “Dentifrices” may 
be taken as an example of how 
material for the “Guide” is pre- 


pared. First, the Bureau surveyed 
the advertising of the different 
products in this field and sought to 
determine the properties of the 
different types of dentifrices. Sci- 


—— 


entific contacts were consulted ip 
an effort to determine what these 
different types of preparations \ || 
or will not accomplish. Rulings by 
governmental agencies on the . 
ject were reviewed. For example, 
all orders and stipulations issuec 
the Federal Trade Commission w it} 
reference to dentifrices were studied 
and summarized and their gen 
application interpreted. On 
basis of the foregoing informat 
an original draft dealing with 
subject of dentifrices was prepa 
It was sent to recognized scien! 
and professional sources for re\ 
and criticism. Reputable ti 
sources were also consulted in o: 
to secure their side of the st 
Using these suggestions of the p: .- 
fessional and trade groups a 
basis, a second and revised di 
was prepared. This was sent to 
Bureau’s Advisory Committee 
their study and comment which f) .- 
quently is not given until af. 
members of the Committee he « 
conferred with consultants of t! 
own. 
Epwarp L. GREENE, 

General Manager, National Bet 

ter Business Bureau, Inc., New 

York. 
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Bouquet for Mr. Young 

To the Editor: I like the brev'\y 
of Mr. James W. Young’s new bo 
“A Technique for Producing Idea 

Beyond the brevity, I like tre 
good, savory meat in his advice 
undoubtedly essential to the be- 
ginner in advertising and fund.- 
mentally stimulating to the expe: \- 
enced. 

The introduction by Leo Mc(- 
vena wows me. 

FREDERICK H. WARD, 
Criterion Advertising Co., Chi 
cago. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums ! 


Complete copy supplied for U. S. and 
foreign countries—Astronomical Calcula 
tions, Weather Forecasts, Astrologica! 
Readings, Planting Tables, Fishing Calen- 
dars, etc. 


HART WRIGHT COMPANY, Penn Yan, N.Y. 


Boys: 


in) 7 7 
Uprpoor. -\DVERTISING _ NCORPORATED 


National Sales Representative of the Outdoor Industry 
60 East 49nd Street, New York City 


Atlanta ~ Baltimore - Boston - Chicago - Cleveland - Detreit - 


Bouston - Los Angeles - Philadelphia - St Louis - San Frenc 
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in has been battling to protect radio rising into the “hit” category. He works’ campaign of “harassment.” Vanis in Sampling Drive 
e ooseve é § advertisers and broadcasters alike also revealed that since April 1 the Questionnaires sent to ASCAP The Venis Comnany, Palladelohi 

» TY > "I ~ 4 < Ss « , aae a, 
i] “from a $4,400,000 holdup,” Mr. use of ASCAP music on Columbia members as well as song writers 1. pon vet - mony Fal ocean pt 
y 8 Kesten declared that the only thing sustaining programs over 200 outside that organization's ranks in which the druggist mails an of- Saal 
. W e | ne needed between now and Jan. 1 to quarter-hours per week—-has been sought to determine the basis of ficial government postcard to his j 
é “free radio from ASCAP’s squeeze reduced by one-third “without the contractual relations between writ- customer list offering a 10 cent size 


V ‘ play” is the determination of radio slightest deterioration of any pro- ers and publishers in the music in- Of Vanis 24-hour deodorant with- 
th advertisers “that they will popular- gram and without loss of any audi- dustry. out charge on presentation of the 
ed ac WI ize only the music that will con- ence appeal.” postcard. A coupon in the sample 


a gg te an : 
tinue to be available to them after Effective Aug. 5, Mr. Kesten said, McCarty Heads Champlain ond yp Rey oo bess Jo A gg 
. Dec. 31.” : ee. iy es , 
Columbia Backs BMI, 


all remote dance bands will be re- 


ica ie ake: ets ae holder to a box of social stationery 
" Mr. Kesten recommended that the quired to include at least one non- PR yen! 4 Ray: A gg FB. gh imprinted with name and address. : 
Urging That Change transition from ASCAP music to the ASCAP number and from this start aan neusidivan of the Champlain Bee : 
catalog of Broadcast Music, Inc. be the proportion of non-ASCAP num- Corpor es geese gps ex ° 
’ poration, maker of press equip- 
Start at Once started at once. Such a move, he bers will be steadily increased ment, Garfield, N. J., a subsidiary Coward to Kelvinator 
0 predicted, would remove virtually The Department of Justice today of Interchemical Corporation Charles J. Coward has resigned 
New ig ge W — the every hit tune in America from plunged into the turbulent waters a H oo een for boo — 
major radio networks this week ac- «, AP’s clutch” ‘fore Jan > sic fig > by . ss s vones ompany, incinnatl 
= oak teak: Ges te ete tes — s clutch” before Jan. 1. of the music fight by launching a MeIntosh in Calgary Seines. t baceme dikes of ad- 


proof of the merit of BMI “monopoly” investigation of ASCAP, Stewart McIntosh, Ltd. Van- vertising and sales promotion of the 
music, Mr. Kesten pointed out that a development which the latter couver, B. C., has opened a branch Kelvinator Division of Nash-Kelvi- 
songs from this source are rapidly charged was part of the radio net- office at Calgary, Alta nator Corporation 


support of advertisers in their bat- 

tle ogainst the American Society of 

t Composers, Authors and Publish- 
ers, the latter revealed a new cham- 

pion of its position in the person of 

. Elliott Roosevelt. The President's 
Lie son, acting as head of the Texas 
¢ State Network, affixed his signature 

, to a five-year contract with ASCAP, 
thus becoming the first broadcaster 


to take up the new license arrange- Tonn 

ment effective Jan. 1, 1941. 

. Mr. Roosevelt accompanied his (pitedata| TomUNee — - 
acceptance of the new agreement ) 


with a vehement attack on the Na- 


= 


; | swt 


= - ——E | = \ 
ner (rotten yaa  SPine ae ar ont 
tional Association of Broadcasters 4 | ClARR Jeoorncron Oye 
. . . ] — — % _ 
which he charged with aiding the U = Oi J H = 
, : ; / Ty” _ 
Vity major radio networks “in their mo- ; me SULLY HAND | STG 
: . . “ f uty j 
00k, nopoly of the radio industry by ~~ L | | fst} = 
’ : . P HALES mM y Taac ; 
ia trying to absorb the music publish- see CH NES | | | KINGSBURY [BROOKINGS 
a p ee , \ : } 
the ng business. i | 
Tents N SVG ° ye Tiineoen Swiete Jian O00 
Sees Danger Ahead oy ee. ily | 7. —— | | 
Dt- | JACASON | as Se 
due “The right to dictate conditions ws O Sm joven bg wie To nnn 
€ | |- nn music over the air opens up the —— | \ ie | Sioux 
. re . — | | | | | 
ight to dictate conditions covering FAL RIVER Be es Se 
} 1 ivi j . ee: com AARLES | DOUGLAS HUTCHINSON [Tuente |= uo" } 
cGi- ther forms of activity which make 1000 ‘ene <e | s 3 Py 
use of radio,” he asserted. “The ~ ~ | __ sioun 
| je Tyanaton 


opportunity for discrimination is too AWS SHERIDAN Tomenny - ——_— a nome | teiay Juniom 7 bs | 2 

obvious to necessitate denunciation. re ll } | SR I oP 
5 If the radio chains can compete lenows “Taare ) — onal ctoas = 

with music publishers and bar them | | jovxon™ wasn Tica Tae enn 
cemeed from the air, they can compete with , ) ssiTaR RT jnoral Sioux I O 


= ae : Warne, } City 
1 + , . 2re y 7:) y « —— TY! 
RS! - a \ onstage nage mg by " od s I L | | ‘oe wonoNA Tcrawraono [CARBOL' 
' ubdsidlaries or 4 wh manulacture oO Veaapae ToRant Tnooata” ~T1s0w@as Teta a Ti 7 Taare wot ite | " waovsom | tas louse Lai 
: 1 sorts of pro “ts. | t ) 
vA — ; : a : | | | } Bo0nt | waResson [SHELBY Ss [ews | nen 
and I am not being an alarmist, but . | ee | ies } + —4 } , - Des Moines 
‘ula , [Akt Hue [MPHERSON [LOGAN CUSTER varity lomlily paatre orradoooct aca \ L ' s 
vical |see no difference between organ- A | Ss K A ‘ioipia } =e 
nit | + — 
len- ing a music publishing company . I | | \ aia i ele Launoead et a —y a 
: . COL fi tae UPL AS ou 
nd barring all other music publish- — ‘wie om t_-— va ’ | Omaha piutis 
; : = f 
N.Y. ers from the air and organizing a | we -_ [fame | . 
eee : . | 4 “ ' - — p | 
cosmetic company and barring all [tawson ——Toursaca—Yaacc | 26° Yramn steno. Fane ca 
ther cosmetic companies from the } 
air.” TtmonTien arr ~—— Tia 
- ‘5 . | nr aRnty 
No other advertising medium, Mr. 
° i | 
Roosevelt added, “has ever dared to DUNDY h Pray date TO Ce” eT ATCT 
dictate to advertisers as the radio | 
chains do.” CHEYE D Sant © 
ae . - HEYENNE | RAWLINS Ss | Smit , — 
The Texas State Network agree- 
nent covers the ASCAP repertoire J | | 
for the chain as a whole as well as aac) ~=s: (ea dL 
for stations KFJZ, Ft. Worth: | 
“i . ~ 4 rgt . | t | 
KABC, San Antonio; KCMC, Tex- | hweors {orrawa | y 
irkana; KPLT, Paris; KBST, Big jes Testu jorcare \ceany 
Spring; KRBC, Abilene; KGKL, San € | L saint) 
ry . 7 r | 1 
Angelo; WACO, Waco; and KNOW, a? as S 
Austin. MSS) RUSH BARTON 
- 
/ Kesten Presents Issues 


As Mr. Roosevelt was attacking 
the networks, Paul W. Kesten, Co- 
umbia Broadcasting System vice- 
president, was seconding the appeal 
lirected to advertisers last week by 
Niles Trammell, NBC president. 
Pointing out that for the past six 

a onths the broadcasting industry 


One by one, like a bricklayer laying bricks, Radio Station 


A Compl 
Co plete WOW has piled up county after county in its habitual listening John Gillin, Jr. Manager 


LETTER SERVICE area. Recent mail maps show 259 counties--with nearly two John Blair Co. Representatives 
.. . On the N.B.C. Red Network 


billion dollars of spendable income—in the WOW market. 


. Owned and Operated by the 


. Here you'll find 861.690 radio homes good, substantial homes Wendiesn of tha Weill tite tn ba 
in bustling middlewest cities or on America’s finest corn-and- surance Society . . . Write for 
Small and large users of livestock farms. Here you'll find a ready reception for your Comprehensive Survey and Maps 


Direct Mail will find our advertising message. Remember this one fact when building 


prices and service to fall schedules: IF YOU WANT THE RICH OMAHA MARKET 
; : ; 
| be to their advantage. YOU WANT Wow. RADIO STATION 


5.000 Watts Day and Night on 590 KC 
ILL , 
IMOIS LETTER SERVICE covers the Omaha Market 


ED 


Chicago, Illinois 
Delaware 3244 


OMAHA. NEBRASKA 
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Sept. 29-Oct. 2. Annual conven- 
tion and specialty fair, Advertising 


. 
Coming 
° Specialty National Association, 
Conventions Stevens Hotel, Chicago. 


Oct. 2-4. Annual convention, Di- 
rect Mail Advertising Association, 
Chalfonte-Haddon Hall, Atlantic 
City. 


Oct. 7-8 Boston Conference 


August 4-7. Annual meeting, Na- 
tional Association of Broadcasters, 
San Francisco. 

Aug. 12-15. Annual convention, | i<tribution, Hotel Statler. 
National Sign Association, Hotel ; 
Pennsylvania, New York. | Oct. 14-16. Annual meeting, Life 
| Advertisers Association, Washing- 


on 


Sept. 8-11. Annual convention, D.C 
Mail Advertising Service Associa- | '°" )- ©: 
tion International, Stevens Hotel,| Oct. 15-16. Fall meeting, Inland 


Chicago. 

Sept. 9-13. Sixth annual Atlantic 
Coast Premium Exposition, Hotel 
Astor, New York. 


| Daily Press Association, Hotel Sher- 
| man, Chicago. 
| Oct. 17-18. Annual meeting, 


Audit Bureau of Circulations, Stev- 


2 Sept. 18-20. Annual convention, | ens Hotel, Chicago. 
os National Industrial Advertisers As-| Oct. 28-30. Annual convention, 
sociation, Hotel Statler, Detroit. |Financial Advertisers Association, 


Sept. 24-25. Annual meeting, Na- |The Homestead, Hot Springs, Va. 

a tional Publishers Association, Sky-| April 1-4, 1941. Eleventh Pack- 

a top Lodge, Skytop, Pa. aging Exposition and Conference, 
. Sept. 26-28. Annual convention,|sponsored by American Manage- 

F a National Association of Photo-Lith- ment Association, Stevens Hotel, 

. ographers, Chicago. | Chicago. 


When you think of 


NEW ORLEANS 


you think of: 


a 


A — 
in —s 


ml x OY Bek 


50,000 WATTS 


The greatest selling POWER in the South's greotest city 


CBS AFFILIATE ... NATIONAL REPRESENTATIVE .. . THE KATZ AGENCY, INC. 


Paint Clinic 
Organized for 
Industrial Field 


Chicago Advertiser 
Revises Strategy to 
Capitalize Past 


Chicago, Aug. 1.—The 27 years | 

during which the American Asphalt 
Paint Company, Chicago, has been 
supplying protective paints to in- 
\dustry are being put to work in 
jan advertising campaign being 
}launched in August business pub- 
|lications, announcing a new labora- 
|tory consultation service called the 
\Industrial Paint Clinic. The com- 
|pany markets its products under the 
‘brand name of Valdura. 
In the course of those 27 years, 
|the company will point out, it has 
accumulated a fund of information 
|regarding specific paints for specific 
japplications. Paint users will be 
|encouraged to take advantage of 
|these years of experience by laying 
their problems before the clinic. 

The company’s announced pur- 
poses to dealers for the establish- 
iment of this laboratory consultation 
service are: 

1. To more efficiently furnish 


/preparation and release of stories 


| activities, 
'ments, and the success of Valdura | 


WINS RECOGNITION 


clinic and the successful application 
of Valdura products will appear in 
leading industrial magazines. 

6. A permanent publicity pro-| 
gram providing for the constant 


sa 


and feature articles on the clinic’s 
discoveries, accomplish- 


products to important trade journals | 
has already been inaugurated. 


| 


Supported by Promotion 


7. This trade paper and publicity 
campaign will be strengthened and 
augmented by a powerful direct 
mail program keyed effectively into 
the Industrial Paint Clinic plan. 

8. Valdura distributors’ execu- 
tive and sales staffs will be invited 
to attend sales clinics conducted 
periodically under Industrial Paint 
Clinic direction at Chicago head- 
quarters. (Cost of attending sales 
clinics will be shared on a 50-50 
basis with distributors.) 

9. A special 2 per cent bonus 
will be offered to distributors’ sales- 
men who convert Industrial Paint 
Clinic leads into a sale of $25 or 
more of any Valdura product. 

An interesting slant on the clinic 
idea is offered in the observation of 
Grover M. Hermann, president of 
the company, that “Valdura dis- 
tributors and their salesmen are, in 
effect, the field staff of the Indus- 
trial Paint Clinic.” 

A spread is being used in the 
August issue of Mill Supplies to in- 
troduce the clinic plan to dealers. 


Walter C. Krause, who has been elec‘ed 
a vice-president of Lord & Thomas, ! ew 


York. 


years 


Before joining that agency four 
ago, he was vice-president of 
Ralph H. Jones Company. 


a 


resulted in the development o ; 
complete line. 

“Customers had to take the in- 
itiative in securing informatio; 
from us on special paint service be- 
fore,” noted Mr. Warinner. “W.'r 
now getting ready aggressively t 
merchandise service which has beer 


Valdura distributors and their sales- 
men with the technical paint knowl- 
,edge constantly being developed by 
Valdura’s large laboratory staff. 

2. To make more readily acces- 
‘sible to customers the technical 
paint services which the company 
has rendered to American industry 
during the past 27 years. 

3. To definitely establish the 
Valdura distributor in his commun- 
ity as the outstanding source for in- 
dustrial maintenance paint infor- 
mation. 

4. To make it possible for Val- 
dura distributors to render the type 
of technical advisory service which 
they have hitherto been in a posi- 
tion to render in only a _ limited 
way. 

5. To consolidate and strengthen 
Valdura’s position as America’s 
leading manufacturer of heavy-duty 
protective coatings formulated espe- 
|cially for use in industry. 


Aid for Field Men 


| The company’s announcement to 
| its dealers points out these further 
jaids of the clinic in the sale of its 
| products: 

| 1. Provide an informative serv- 
lice to distributors’ salesmen that 
will relieve them of much of the 


responsibility for making highly 
| technical recommendations, thus 
increasing their confidence in so- 


liciting Valdura sales. 
2. Bombard user accounts with 


/useful information on maintenance | 


paint problems, thus 


promoting 
sound and salable leads. 


3. The clinic will publish a 124- | 


,page Industrial Painting Handbook 
which has been designed for dis- 
tribution and use in_ industrial 
maintenance painting circles. . . It 
represents the results and findings 
of 27 years of study and research 
and it will be available for general 
distribution. From Valdura’s tech- 
nical files answers to thousands of 
maintenance painting problems 
were analyzed, classified, condensed, 
cross-indexed and presented in a 
handy pocket-sized book. This book 
contains information on painting 72 
different kinds of surfaces under 
42 different sets of conditions com- 
monly found in industrial plants. 
4. The Industrial Paint Clinic 
will publish an eight-page monthly 
bulletin to be circulated to distribu- 
tors, their salesmen, and mainte- 
nance paint users. This bulletin will 
contain new and interesting infor- 
mation on a wide variety of Valdura 
products, pictures and stories of out- 
standing jobs, and an exchange of 


painting ideas including technical 
discussions by laboratory _ tech- 
nicians and other sound selling 


features. 
5. Full-page advertisements dra- 
matically portraying services of the 


rendered for 27 years. We're test- 
ing out this idea this fall in hori- 
zontal publications. The perform- 
ance of the current campaign wil! 
determine whether we will add 
vertical publications to the sched- 
ule.” 

One point which the company 
likes to make in its merchandising 
campaign is that it was the first 
company to recognize mill supply 
houses as outlets for paint. 

The Potter Advertising Agency 
Chicago, has the American Asphalt 
Paint Company account. 


User copy will appear in the Au- 
| gust issues of Engineering News- 
Record, Factory Management and 
Maintenance, Mill & Factory and 
Southern Power & Industry. Copy 
is scheduled for some or all of these 
publications for the months of Sep- 
tember, October, February, March, 
April, May and June. 

Some of the headlines to be used 
on Valdura copy are “There’s a 
Right Paint for Every Job,” “Spe- 
cial Conditions Demand _ Special 
Paint” and, in connection with an 
illustration of a bridge, “A Gentle 
Breeze Could Blow This Bridge 
Away,” the advertisement develop- 
oping the idea that a breeze is 
oxygen in motion, meaning oxida- 
tion or rust. 


Mail Goldblatt Message 

In order to make a special appeal 
to charge and budget customers 
concerning its recent “Nathan Gold- 
blatt Sale” Goldblatt Bros., Chicago 
sent them a personalized message 
printed in silver ink on a _ blue 
; : background. The mailing piece was 
‘sales promotion manager, points | designed by Matt Falk, art director 
‘out that, in this campaign the! of the von Weller-Lyon Compan) 
American Asphalt Paint Company | Chicago. 


is making a marked departure from 
+ ’ 
s 


|past policies. Heretofore the com- 
During July, 3500 mothers wrote 


| pany’s copy has been scheduled 
\in vertical publications to empha- 

to CONGRATULATIONS’ Service 
Department for booklets and sam 


\size special applications of Valdura 
ples. 


Represents New Policy 


Don W. Warinner, advertising and 


|products. The present program calls 
|for a consolidation of these special- 
|ties to further the idea that the 
| company’s 27 years of research have 


—_) 
— 


Started 
1933 1 


(Member 
CCA) 


INDUSTRIAL EQUIPMENT 
ore What's New 


NEWS 


MATERIALS =~ » _ 


$79 TO $85 A MONTH TO PLACE A 
FACTUAL ADVERTISEMENT FOR YOUR 
PRODUCT BEFORE MORE THAN 52,000 
ACTIVE PLANT OPERATING MEN IN 
THE LARGER PLANTS IN ALL INDUS- 
TRIES . . . WHEN AND WHERE THEY 
NOW LOOK FOR THEIR CURRENT 
OPERATING REQUIREMENTS. 


Details? Write for the “IEN Plan” 


INDUSTRIAL EQUIPMENT NEWS 


“Industry's Original Monthly Product Information Service” 


THOMAS PUBLISHING COMPANY 461 EIGHTH AVE., N. ° 
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More Entries in Randall Advertising Associates, already been made on the consum- free to sell it by imaginatively sug- 


Consumer Contest 
Ave Summarized 


(Continued from Page 17) 


| 


Key national industries spon- 


sor the pilgrimage. 

2 Any industry, from the pro- 
ducer of baby food to motor oil, 
wit) the desire to meet the con- 
sumer problem intelligently and 
effectively, is eligible to participate 
in this unified plan. 


3. Cost of pilgrimage to be de- 


tern. ined by number of delegates, 
will be pro-rated among participat- 
ing ndustries. Estimated cost—$20 
per day per delegate exclusive of 
rganizational work. 


4. Length of tour—10 to 12 days. 

5. Number of delegates—250 key 
women, chosen from coast to coast, 
who can effectively carry the story 
ff business back to all consumers | 
every where. 

6. List of key women, their affili- 
ations and qualifications for this pil- 
grimage is available. 

7. Not less than 
should participate to 
effective results. 


Groups Would Meet 


8. Delegates should be divided 
into two groups, the Eastern group 
starting their pilgrimage from a 
given point in the East and visiting 
participating industries between 


25 industries 
bring about 


' that point and Chicago, while the 


Western group will do likewise be- 
tween its starting point and Chi- 
cago 

9. Meeting in Chicago the two 
groups will be guests at a large 
forum and banquet. Outstanding 
industrial leaders, important con- 
sumer representatives and delegates 
vill be given an opportunity for 
questions and answers as well 
pen discussion. 
radio hook-up 
speaker. 

10. To reach industrial plants 
easily and to take delegates to and 
from hotels, ete., it is believed that 
buses carrying banners, “National 
Consumer-Business Pilgrimage’’ 
will be most satisfactory means of 
transportation. 

Working out this pilgrimage plan 
n great detail, the authors submit 
1 suggested list of sources of dele- 
gates, including clubs, college stu- 
lents and teachers, representative 
ijousewives not connected with or- 
ganized groups, and representatives 
f business and industry. 

They also submit a “typical tour” 

hedule, outline the possibilities for 
ublicity, and the manner in which 
they believe reports of the tour will 

e carried back to “all consumers 
everywhere” by the representatives 
vho make the pilgrimage 


€ *« * 


entry of Harris K. 


as 
Coast-to-coast 


for the banquet 


The Randall, 


_ 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHO TO-ENGRAVERS 
IN CHICAGO 


| regimented by anybody, 


Chicago, in the competition contains 
an interesting conception of the lib- 
erty of bargaining which is fostered 
by advertising along with a dash of 
freedom of the press. 

“We begin to see,” says the au- 
thor, “how important it is that the 
power of advertising shall not be 


view to helping big business against 
little business, or vice versa... . In 
the nature of things, there will 
never be any general agreement 


that any particular business enter- | 
There is| 
only one way to find out: by letting | 
each bid freely, through the best | 


prise ‘ought’ to survive. 


advertising it can devise and buy, 
for the customer's favor.” 
“Remembering what inroads have 


with a} 


er’s freedom to buy what and where 
and why he likes—however foolish 


/his selection may seem to somebody 


else, and remembering also that 


| advertising can operate only insofar 
/as customers retain that power of 


choice,” he continues, “there can be 
no doubt of the wise course for ad- 
vertisers to follow in the long run: 
to aid, to the utmost, in the preser- 
vation of liberty of bargaining gen- 
erally, and to aid also, rather than 
to combat, the education of consum- 
ers which must be relied upon as 
the strongest bulwark of that lib- 
erty.” 

“Let there be, then, no pussyfoot- 
ing. If I have something to sell, I 


| must be free to sell it by proving its 


usefulness, and I must be equally 


gesting a usefulness that I believe it 
to have but can’t prove. Once you 
embrace proposals to prohibit the 
advertising of anything unless it can 
be proved to be worth the money— 
or proved to be useful at all, in the 
opinion of some governmental func- 
tionary—freedom of bargaining 
gone... 


Must Have Freedom 


“Liberty cannot be, of course, 
absolute: ‘my freedom to swing my 
arm ends where the other fellow’s 
nose begins.’ Certainly there must 
be laws against selling deadly poi- 
sons. But there has been too much 
tendency of late to prohibit all arm- 
swinging, lest somebody’s arm some- 
day hit some nose.” 


is 


Farms Use Twist-Ems 


Twist - Ems, printed paper tape 
reinforced by malleable wire, are 
being used by California and Ari- 
zona produce growers not only as 
a tie but also to carry the grower’s 
brand. The tape idea was intro- 
duced by Germain Seed and Plant 
Company, Los Angeles, and Ross H. 
Gast. 


Teel Sponsors Drama 


“Those We Love,” a_ half-hour 
dramatic production, written by 
Agnes Ridgway, will go on the air 
for Procter & Gamble’s Teel, the 
liquid dentifrice, on the Columbia 
network beginning Sept. 2. It will 
be heard every Monday at 8 p. m., 
New York time, with a repeat at 
midnight for Mountain and Coast 
regions. 


HERE THERES SM 


WNAC 
Boston 


* 


WTICc 
Hartford 


* 
WEAN 


Providence 
- 
WTAG 


Worcester 
* 


WIcc 
Bridgeport 
ew Haven 


* 


WNLC 
New London 


* 


WCSH 
Portland 


* 
WLBZ 


Bangor 
* 
WFEA 


Manchester 
* 


WSAR 
Fall River 


* 


WNBH 
New Bedford 


* 


WHAI 
Greenfield 


* 


WBRK 
Pittsfield 


* 
WLLH 


Lowell 
Lawrence 


* 
WLNH 
Laconia 

* 
WRDO 
Augusta 

* 
WCOU 


Lewiston 


Auburn 
* 


WSsYB 
Rutland 


tobacco. 

They spend $45,574,000 more for beauty 
preparations—toilet requisites—hair treat- 
ment and other personal care commodities. 


Here are but two sales sectors of the 


merit consistent cultivation by every maker 
of the products concerned. 

New Englanders are receptive and re- 
sponsive. They can be sold if your sales 
appeals GO WHERE THEY LIVE, work 
and spend! 

The 18 locally-accepted stations of The 


le [a \ 


OKE, THERE'S - 


New England, the Total is $91,527,000 a Year 


EW ENGLANDERS have “money to 


burn" for cigarettes, cigars and pipe 


Yankee Network go where New Englanders 


are, combining concentrated effectiveness 


with the COMPLETE COVERAGE essen- 


next campaign. 


prosperous New England sales market that 


EDWARD PETRY & CO., 


Exclusive National 


tial for a thorough selling job in one of 
America's greatest markets. Choose the 


network with proven sales power for your 


THE YANKEE 
NETWORK 


21 Brookline Avenue, Boston, Mass. 


Inc. 


Sales Representatives 
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year. Net income for six months an increase of 31 per cent over net MARTIAL FLAVOR IN BUILDING SUPPLY COPY 


Earnings of 
Advertisers 


National Tea Company 


Net income for 24 weeks ending 
June 15 was $182,845, compared 
with a net loss of $355,003 for the 


same period a year ago. 


Underwood Elliott Fisher Co. 

Net income for the quarter end- 
ing June 30 was $484,656, compared 
with $300,756 for the same period 
a year Net income for six 
months ending June 30 was $1,073,- 
384, compared with $860,919 for the 
same period a year ago. 


American Tel. & Tel. 

Net income for 12 months ending 
May 31 was $203,549,917, compared 
with $168,103,824 for the preceding 
year. 


ago 


Ferro Enamel Corp. 

Net income for six months ending 
June 30 was $249,194, compared 
with $266,466 for the same period 
a year ago. : 
Caterpillar Tractor Co 

Net income for 12 months ending 


June 30 was $7,199,024, compared 
with $4,418,476 for the previous 


ending June 30 was $3,509,514, com- 
pared with $2,315,386 for the same 
period a year ago. 


Johns-Manville Corp. 

Net income for six months ending 
June 30 was $1,884,976, compared 
with $1,203,744 for the same period 
a year ago. Net income for the 
quarter ending June 30 was $1,103,- 
295, compared with $1,078,626 for 
the same period a year ago. 


Reliable Stores Corp. 

Net income for 12 months ending 
June 30 was $647,039, compared 
with $171,431 for the previous year. 


Hiram Walker-G. & W. 

Net income for nine months end- 
ing May 31 was $4,319,858, com- 
pared with $4,288,416 for the same 
period a year ago. 


Westinghouse Electric 

Net income for six months ending 
June 30 was $9,837,010, compared 
with $6,338,787 for the same period 
a year ago. 


General Electric 

Net income for the first half of 
1940 was $25,981,572, an increase 
of 59 per cent over the net income 
of $16,370,192 for the same period 
a year ago. Net sales for the first 
half of 1940 totaled $191,619,132, 


$146,299,212 for the 1939 


sales of 
period. 
Beech-Nut Packing Co. 


Net income for six months end- 


ing June 30 was $1,416,018, com- 
pared with $1,094,055 for the same 
period a year ago. 
Bon Ami Company 

Net income for six months end- 
ing June 30 was $681,726, com- 
pared with $717,284 for the same 
period last year. 
General Electric Co. 

Net income for six months end- 


ing June 30 was $25,981,572, com- 
pared with $16,370,192 for the first 
six months of 1939. 


Kimberly-Clark Corp. 


Net income for 12 months ending | 


June 30 was $2,889,315, compared 
with $2,147,031 for the previous 


year. 


Owens-Illinois Glass Co. 

Net income for 12 months ending 
June 30 was $8,589,202, compared 
with $6,893,072 for the preceding 
period. 

Victor Equipment Co. 

Net income for six months end- 
ing June 30 was $71,817, before 
federal income taxes, compared 


combined. 


back cover. 


SAN FRANCISCO 


News in Type... 
News in Pictures! 


ADVERTISING AGE covers the news with camera 


as well as type. Every issue contains news stories 
illustrated by news pictures — an eye-filling, mind- 
stirring, two-way story of the news breaking in all 


lines, all over the country. 


ADVERTISING AGE prints more pictures illus- 


trating news developments in advertising and mer- 


chandising than all other advertising publications 


For the “Photographic Review of the Week’’— 


this week and every week — turn to the inside 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


100 E. OHIO ST 
CHICAGO 


330 W 
NEW 


e LOS ANGELES 


42ND ST. 


YORK 


bd ATLANTA 


No “Fifth Column” Needed in Our 
“Blitzkrieg” on Building Material Prices 


24 x 6-8 SCREEN DOORS ........................... $1.85 
Spring Hinges and Hardware FREE 

2-8 x 6-8 COMBINATION DOORS $4.95 

Reserved for FRENCH DOORS, From .oooo.....---ccecces-eseeeeeeeee $4.85 
Our Competitors’ GARAGE DOORS, Set of Three ............................ $9.85 
Propaganda Built-In IRONING BOARDS ................ i las cacao $5.35 
44-in. INSULATING BOARD ............ Per. Sq. Ft., 2%oc 

iy I IIE ocecscunsicmssibihitansantiooeenis Per. Sq. Ft., 4c 

2 x 4's FIR and LARCH ..................... . Lineal Ft., 144c 

SHEATHING, 1-in. No. 5 Boards ........ 100 Sq. Ft., $1.50 

146 BEVEL SIDING, 100 Lan. Ft. .......................... 95¢ 

ARMSTRONG “QUAKER” RUGS, 9x12 ..... ...... $6.45 


New Materials — New Prices — New Savings 


Western Montana's first and only Building Supply Yard giving 
you the advantage of CUT-RATE CASH-AND-CARRY PRICES 
with delivery service available at small extra cost. 


FHA EASY PAYMENTS IF DESIRED 


SWANBERG LUMBER CO. 


200 SOUTH AVENUE 


PHONE 5650 


Missoula retailer even reserves space for competitor's remarks in his advertising 
in newspapers of that city. 


with $10,447, before federal income 
taxes for the same period last year. 
Penick & Ford 

Net income for six months end- 


ing June 30 was $468,097, compared 
with $568,963 for the same period a 


year ago. 
Truscon Steel Co. 
Net income for six months end- 


ing June 30 was $332,660, compared 
with $168,949 for the same period 


lof last year. 


United Cigar-Whelan Stores 

Net income for six months end- 
ing June 30 was $118,915, compared 
with a net loss of $203,363 for the 
same period of a year ago. 


Commonwealth & Southern 

Net income for 12 months ending 
June 30 was $13,443,299, compared 
with $12,920,089 for the previous 
year. 


Bayuk Cigars, Inc. 

Net income for six months end- 
ing June June 30 was $957,753, 
compared with $734,580 for the same 
period a year ago. 


Conde Nast Publications 

Net income for six months end- 
ing June 30 was $89,794, compared 
With $156,551 for the period 
in 1939. 


same 


Continental Baking Co. 


Net income for 26 weeks end- 
ing June 26 was $1,324,900, com- 
pared with $1,823,805 for the same 
period in the previous year. 

Com Products Refining Co. 

Net income for six months end- 

ing June 30 was $4,407,724, com- 


pared with $4,204,693 for the same 
period a year ago. 


Cutler-Hammer, Inc. 

Net income for six months end- 
ing June 30 was $742,363, com- 
pared with $243,413 for the first six 
months of 1939. 


Du Pont de Nemours & Co. 

Net income for six months end- 
ing June 30 was $46,853,695, com- 
pared with $39,871,535 for the cor- 
responding 1939 period. 


Hercules Powder Co. 


Net income for six months end- 
ing June 30 was $3,293,066, com- 
pared with $2,269,470 for the first 
half of last year 
Lane Bryant, Inc. 

Net income for the year end- 


ing May 31 was $218,228, compared 


with a net loss of $33,156 for the 
previous year 
Remington Arms Co. 

Net income for six months end- 
ing June 30 was $1,219,000, com- 


pared with $144,000 for the same 
period a year ago 
Wm. Wrigley, Jr. Co. 

Net income for six months end- 
ing June 30 was $4,800,653. com- 
pared with $4,559,010 for the same 
period of 1939 
General Foods Corp. 

Net income for the first. six 
months of 1940 was $7,014,626, com- 
pared with $7,574,584 for the first 
half of 1939 


Container Corp. of America 


Net income for the year ending 
June 30 was $2,545,386, compared 
with $181,970 for the same period 
a year ago 


Swank to Help 
Bachelor Girls 
Land Their Men 


New 
holiday advertising of Swank Pvod- 


ucts, 


expenditure ever made by Swank 
for promotion, it was revealed this 


York, July 30.—Fall and 


Inc., will represent the la: ges: 


week following sales conventions 
held here, in Chicago and Los Ap- y 
geles. 

The campaign, which start A 
August, will embrace 11. national! , 
magazines, with most of the inser- 
tions between then and Christ ‘ 
to be in color. The theme of 
day advertising will be “She Alwa: 
Gets Her Man... Swank.” Nin¢ on 
sets of gift merchandise wil ” 
illustrated. 

B. R. Zeman, vice-president 
charge of sales for Swank, 
Alfred J. Silberstein, head of the in 
agency serving the account, k 
returned from a 7,000-mile ai) pa 
from coast to coast. They declared pi 
Swank sales volume during the first sy 
half of this year to be substantially po 
higher than in previous years lu 
predicted a new record for the ye ve 
“Messenger” Appoints “ 

George A. Pflaum, publishe: » 
the Young Catholic Messenge is 
Dayton, O., has made the following 
appointments: Mary Pflaum Fisch sel 
editor; James J. Pflaum, advertisins Fu 
manager; Odilia Ewald, busines ha 
manager, and M. L. Collins, prom mc 
tion department. tre 

Th 


Morrill Colorater Out Ty 


George H. Morrill Company, div- ga’ 
sion of General Printing Ink Cor- ng 
poration, New York, has issued dis 
new Colorater, comprising 
sections each dealing with a diffe 
ent type of ink. The book is being - 
distributed to printers, publish ant 
and agencies. me 
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AITHORN ¢ 
Bs complete — Ad-Sett 


y 


Engraving and Printing 

can use one or all as requ! 
but all are here ready to » 
you. Experience proves 
there is often a distinct ac 
tage in having your typog! 
done where you can get ens 
ings and press proots ! 


quantity. Phone Wabash 


* 


Faithorn Corporation 
504 Sherman Street, Chicago, !! 


A Complete Day and Night Ser’ 
Advertisers and Advertising 4&* 
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U. 5. Chamber 
Discusses ‘Fuss 
Over Advertising’ 


Washington, D. C., Aug. 1.—Sup- 
104-page booklet, 

jutlines of Eleven Talks on Timely 
Questions Affecting the American 
Free Enterprise System,” the Cham- 
of Commerce of the United 
Siates has issued a pamphlet on 

he Fuss Over Advertising.” It is 
designed for the use of speakers 
who have occasion to discuss ad- 
vertising before general audiences, 


piementing its 


Horizon Hat Campaign 
Breaks in September 


A national advertising campaign 
for a new line of women’s felt hats, 
trademarked Horizon, will break in 
magazines in September. The line 
was introduced earlier this year by 
R. H. Stearns Company, Boston, 
and became so successful that other 
stores requested use of the name. 

Stearns leased the rights to Style- 
park Hats, Inc., Camden, which 
will license 25 stores and conduct 
the promotional campaign. Four 
stores have already been signed. 
W. I. Tracy has the account. 


Tests New Cigar 

The General Cigar Corporation is 
trying out a new, two for a nickel. 
4-inch, slender cigar in the Phila- 
delphia market. No advertising has 


‘Collier’s’ Cuts 
Closing Time 
for Gravure 


New York, July 30.—‘“The short- 
est closing date of any multimillion 
magazine in America” was an- 
nounced today in behalf of Collier's, 
effective with the issue of Sept. 14, 
1940. With that issue, Collier's will 
go on a two-week schedule from 
copy to reader for gravure mono- 
tone or black and one _ standard 
color, and three weeks for gravure 
four-color advertising. The Collier's 
policy of no extra charge for bleed 
in gravure four-color advertising 
will be continued 


only to a special rotogravure sec- 
tion which will be printed after the 
remainder of the magazine. To gain 
the advantage of the new time table 
advertisers must place firm orders 
for space prior to regular closing 
dates. 

Crowell-Collier Publishing Com- 
pany said that the new system was 
made possible by the development 
of equipment of high efficiency. 
Twenty-five days has been the 
shortest time between press and 
public in any magazine in the past 
for black and white and 46 days for 
two or four-color, it reported 


Malone to Copeland 


Edwin Malone has joined the staff 
of Copeland Displays, Inc., New 


Pontiac Surveys Buyers 


The Pontiac Motor Division of 
the General Motors Corporation 
has made a survey in 19 principal 
cities to find that the average Pon- 
tiac purchaser is between 25 and 
40 years old; his median age is 36; 
he makes $209.27 a month; he pays 
an average monthly instalment of 
$32.38 on an 18-month contract; he 
turned in a Pontiac three years old 
for an average trade-in allowance 
of $391.73 and he is most likely a 
sales agent, merchant, store man- 
ager or realtor 


DeBrocke Studios Exhibits 


DeBrocke Studios is holding an 
exhibit of photographic illustrations 
at the offices of J. W. Pepper, Inc., 
advertising agency at 500 Fifth ave- 
nue, New York The exhibit will 


the Chamber expressing the hope 
that it may be instrumental in help- 
ing to clear up some of the popular 
misconeeptions of advertising 
planted in the public mind by its 
critics. 

‘he new 16-page booklet bearing 
the imprimatur of the Chamber of 
Commerce does contain much fac- 
tual information, but the preface is 
couched in such vitriolic terms that 
some readers may conclude that the 
entire content is biased. The Cham- 
forthrightly, however, 
many of the things which harassed 
idvertisers have probably muttered 
under their breaths from time to 
tim«¢ 

“It is characteristic of reformers 
always to hope for the worst,” it 
begins. “But the current crop of 
economic soul-savers in this coun- 
try has been particularly hard 
pressed to find things to deplore. 
That explains why they have picked 
on advertising as one of the sinful 
institutions to be stoned. 


ber says 


Viewpoint of Evangelists 

Government evangelists in Wash- 
ington have a save-the-public-if-it- 
kills-’em complex. To justify their 
crusade against advertising as a 
pillar of the American economic 
system, they allege a righteous pur- 
pose to protect consumers from its 
\ures. They assume that every ad- 
vertiser is a proficient peddler of 
wooden nutmegs and every con- 
sumer a moron incapable of spend- 
ing his money without a guardian 
standing by.” 

“The Fuss Over Advertising” as- 
serts that in the absence of a 
Fuehrer, antagonists of advertising 
have been forced to make flanking 
movements and fifth column infil- 
trations rather than frontal assaults. 
The booklet scores the Federal 
Trade Commission for its investi- 
gation of “whether or not advertis- 
ng is rendering a disservice to 
distribution,” at a cost of $89,000. 

They could get the answer,” the 
booklet says, “by spending a dozen 
nickels to telephone any 12 general 
merchants in Washington, New 
York, or elsewhere. These mer- 
chants would prove to them that 
vithout advertising there is no 
trade But of course, government 
never spends a nickel where a thou- 
sand dollars can be spent. 

\ctually, there is no ‘case against 
idvertising’ any more than there is 
gainst American free enterprise 
nd individualism with which it is 
forever linked.” 


Promote Louden, Sanders 


Rk. W. Louden has been promoted 
ire advertising manager to vice- 
resident in charge of sales and 
i\ertising of the Louden Machin- 

Company, Fairfield, Ia. M. J. 
anders, assistant advertising man- 
ge. has been promoted to succeed 
ir. Louden 
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been used thus far. This fast new schedule will apply | York, as account executive last until Aug. 8. 


Don’t Let Your Printing Look Run Down 


at the PAPE R 


Just as they notice salesmen’s heels, customers judge you and your 
product by the kind of paper you select to carry your advertising. 
You have a good story about a good product, so specify Cham- 
pion, a paper worthy of what you have to tell and sell. Outstanding 
quality and good service have made Champion the largest’ pro- 
ducer of printing papers: Coated and uncoated book, offset, enve- 


lope, cardboard, postcard, and cover. In Champion papers you get 


the best of looks, and a quality that stands the grind of hard selling. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHNO... CANTON, N.C... . HOUSTON, TEXAS 


Vanufacturers of Advertisers’ and Publishers’ Coated and Uncoated Payn rs, Cardhoards, Bonds, Envelope 


and Tablet VV riling...Cverl 00 000 Pounds a Day 


DISTRICT SALES OFFICES 


NEW YORK «-« CHICAGO «© PHILADELPHIA «© CLEVELAND «© BOSTON « ST. LOUIS « CINCINNATI 
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Getting Personal Wheeler Reveals 


In July, 1939, George Ruppert, prexy of Jacob Ruppert Brewery, 
crowned his golfing career by sinking a hole-in-one. One year later, 
almost to a day, James P. Duffy, Ruppert ad director, dropped his 
135-yard tee shot on the 13th hole at Yonkers’ Dunwoodie layout. . . 

The unrelated Barton fami- 
of BBD&O fame are now 


dies 
HAVING FUN linked through the marriage of 


or interest of the other person,” 
says, “you are in step with h 
When you make your appointm: 


More Sales Tips 
in New Volume 


New York, Aug. 1. — Elmer'| 
|Wheeler, whose first book, “Tested | 


what you sell will be in step w 
‘what he is trying to accomp! 
you're in step with him.” 


Those Group Photos 
Possibly the most striking st: 


convenient for him, you are in s! : 
with him. When you tell him hoy 


— 


“When you talk about the hob}, 


(4 column of advertising comment of ong Aer cog yo _——— ‘Sentences That Sell,” not only ment in Mr. Wheeler’s new boo! 
interest to manufacturers of nation- poser ao ae Sesten ,made profits in its own right, but | that when anyone is looking a 
aoe ponent gy a i a = ot gfe: 9 charge of the brought the author hundreds of |8TOUuP picture, he inevitably lo 
; bs i. a Tales 5 eee Alp |commissions to dig up magic phrases | for himself first. This is Rule 
semen: 4 ‘ice ener Robert Bar- |£0F all sorts of enterprises, will |1 for the salesman, he asserts, 
oug é ‘shortly burst forth with another |Minding his readers that “Pe: 
ton grew up together in Oak | , , hear your story and look for tl 
might stand for Personal Park, Ill, their offspring met new volume, “Sizzlemanship.” The ra ye ; y tame meine 
Oe Selling. It might stand pire ‘< tan manne ago Bride- |2@me derives from Mr. Wheeler’s selves in what you have to sell. 
for Powerful Salesmanship. Or it = any Randall Ba in “i with famous observation, “Don’t sell the Many tested selling sentences © y 
might be a mere postscript. Take peal reed P "D rs it steak—sell the sizzle.’ The new be picked up free of charge by e 
advantage of P.S. as offered by yenera otors in vetrolt. . . ic. to ¢ ‘ h. is Vendor by listening to questions »f 
‘ . : epic, to appear next month, is ** 
The Topeka Daily Capital, and Sir Stork paid a visit to the ‘ : . |his customers, Mr. Wheeler s: 5 
/ § l ’ loaded with new tested sentences, ’ 
P_S. is all these things wrapped in home of Harold A. Stretch Jr. ; : ; : He relates the case of the fel) w 
Shae “rp ‘ which Mr. Wheeler invents on the . a v 
one... a Plus Service to manufac- of Metropolitan Sunday News- : = -.|who was selling orange juice o: ; 
: : oa ’ ir slightest provocation. His book is | ‘ , - a 
turers of nationally advertised papers’ merchandising dept. The : : ii a ti . i+ |train, one old lady asking him it 
food products ... a Food Coopera- new arrival has been tagged extreme y easy rea ecause it had been freshly squeezed. Qu ck 
tion Plan that acts as a personal, Sally Louise Playing softball consists of a large number of short . . *% 
h het . sally se... y : can Sion a , aq |to catch on, the salesman contin: od 
»owerful postcript to every national . Tes stories. “Make it look easy to read . 
I oo | I ; at Camp Hilltop where his sons : ‘h d “Freshly . 
food message. ; ; as well as be easy to read,” is ap- |9!S rounds crying, “Freshly squec od 
8 are spending the summer proved sneniiy tha easel orange juice.” 
too much for Val A. Schmitz, |? y ; In spite of his enthusiasm 0: 
ad rh —_ = et ae ae aon Swing Into Step ‘selling, Mr. Wheeler warns aga. \st 
ing Co. e returne is JO _, |high-pressure salesmanship, cr ti- 
nursing a badly sprained Mr. Wheeler’s new volume will ‘cising the drug clerk who para’‘e: 
ankle. . . be popular with beggars as well as |, qozen items in the hope that «ne 
T. Sherman Marshall, prexy business men if any of the former |..i1) pe bought. 
Barney (Dagwood) Lavin, commercial Of the new Syracuse outlet, indulge in reading calculated Bed “How you suggest is more im) \r- 
manager of Station WDAY, Fargo,N.D., WOLF, was busy entertaining |help them succeed in their chosen |tant than what you suggest,” h« 
rolls himself a Dagwood sandwich at golf writers covering the recent | professions. After telling of the | .dvises. “The wrong words il] 
the WDAY-Hormel Dutch lunch recently N. Y. State Amateur tourney, |panhandler who failed in his solici- 'make people impatient, but the rizht 
held in honor of Hormel dealers in layed at his home course, tation for a dime for the usual cup i : oi 
— . ones get them interested enoug!) to 
is printer’s ink and wave Fargo and Moorhead. Onondaga C.C. Meanwhile, one jof coffee, Mr. Wheeler relates the swing the club, hold the golf bull 
bd ® lengths wrapped in one. — - of his partners in the new sta- |Story of the successful applicant: put on the mitt, or feel the sweat 
It takes full advantage of the sell- | tion, Larry Sovik, shot a 71 in the qualifying round only to be nosed “Another day the same man was |<hirt. Then you are on the way t: 
ing power of both press and radio. | goyt for the medal by Willie Turnesa. Sovik, perennial Salt City |on another street, still taking his the sale. Look for the low-score & 
Twice a week P.S. steps out in the . on far s > ar Inals long strides and _ thinkin alee a a 5 lg lat 3 
¢ The Tovek b Be Canieal champ, got as far as the quarter finals. . . ng r n inking ut | sizzles in your own business. They & 
Ge coved datler suena Claire Corrigan, comely daughter of Emmett Corrigan, v.p. of peur deal he — to make, when jare there whether you sell meat, ; 
appear—to urge nearly 200,000 Albert Frank-Guenther Law, is looking ahead to a September wed- suacenky a? was conscious that a | automobiles, drug items, rowboats & 
readers of Topeka’s leading news- | ding to A. J. Powers Jr., son of Augustin J. Powers, president of man was walking next to him. or chinaware.” 
paper to purchase nationally adver- | Powers Reproduction Company. The son will join papa in business. . . Got Into Step “Sizzlemanship” will come from s Fo 
tised foods featured in Tuesday and | Walter D. Scott, of the National Broadcasting Co.’s sales staff, becomes “Th ; th te oe te sia ‘the presses of Prentice-Hall, In B col 
Friday editions, And as for radio~ | a benedict come fall. . . Luther A. Wait, Cecil & Presbrey treasurer, |... phy to By eo ‘for some |New York. The price is $3. p Re 
| has leased a new nine-room apartment on upper Park avenue. . . [a eo A ce —— sad 
, es coffee, mister? I’m hungry. . vi 
Charles L. Jacobson, v.p. and gen’l s.m., Chrysler Sales division, | “The man put his hand into his Crane Releases Films - 
| Chrysler Corp., is back after a busy week of superintending a Wash- ‘pocket, got a dime, gave it to the| Crane Company, Chicago, has just " : 
ington-Montreal-New York tour by the 100 top Chrysler salesmen of beggar without slowing up his gait |released two sound _ films, “The d ; 
| ihe past year. .. Robert H. Hartman, of L. H. Hartman Company, just jand without interrupting his think- | Heat’s On” and “It’s Up to You,” t 
| acquired a baby son. .. Jim Cawley, Factory representative, is on a ing. The beggar got the dime in |be shown to heating contractors the 
| vacation tour through the Great Smokies. He’s traveling in a station |pjig hands and melted away behind | throughout the country. Cam ra lis 
| wagon and camping out, and indulging himself to the full in his hobby (the man, who didn’t even see the |Inc., Chicago, is the produce wi 
| of photography. . . face of the beggar. - 7 ; 
| iss q DD 
Oscar J. Wile, v.p., Schenley Distillers Corp., flew to Europe via “*The poor fellow looked hungry,’ Stock to Re J iat si 
PS. woes into almost 50.000 | the Clipper for an inspection tour of Portugal, Spain and possibly said the man to himself, justifying | F. W. mage _Sons, nor tag ne 
SIP? vedio hemes of Topeka | France. He'll return in from four to six weeks. When Frank his softness in giving a dime to the on Se = iaand its tie 
Daily Capital subscribers when The Braucher, v.p. in charge of sales of Station WOR, left on his vacation, beggar. The man felt good—so did savariisina aneaunt vith. Doiss \d- Ci 
Daily Capital Food Review is heard he took no chances. He didn’t even leave a forwarding address. . . the beggar.” lvertising, New York. Business cS 
over WIBW every Saturday morn The earnest pursuit of pleasure brings many pangs to advertising Mr. Wheeler explains the success | papers and direct mail will be used 4 
ing. This Plus Service for national men. Art Decker, executive v-p. Henri, Hurst & McDonald, Chicago, of this attack by saying that the | uw Ps 
. . ° A . , : : ne 
food advertisers includes convine is suffering from a long battle with a horse which had the idea that beggar got into step with his pros- | ” r 
1 ggeconee sg 7 Gene Shipley, pop he wanted to run away. Mr. Decker was the ultimate victor at the pective patron, making it easy for | “i 
ciate a8 taanbes pose ae a expense of some aching muscles. . . Salem Baskin, Chicago agency him to contribute. In other words | " 
. eview of The Dalle Capital's head, is shaking hands with his left mitt as the result of a golfing he eased into the sale. i 
food section. Nationally advertised | mishap. . . | The same principle, Mr. Wheeler | the CONGRATULATIONS dito Re 
foods are prominently mentioned. Ken Laird, of Young & Rubicam, Chicago, spent a quiet vacation explains, can be used by every rial formula has been approved by zin 
in the family sailing craft, beating from one Lake Michigan port to salesman. mothers, doctors and hospitals. An 
another and successfully dodging threatening weather. Phil at 
Henriquez, Chicago manager, St. Louis Post-Dispatch, visited the frie 
Golden Gate Exposition last year. He is displaying his impartiality by cou 
giving the New York Fair an inspection on his current vacation. . . 7 
A special edition of the Hammond Times, Hammond, Ind., was MYRON J ‘ fou 
run off July 29 to celebrate the quarter century which Edward Bre- ® pro 
nisen, New York representative, has been with W. B. Conkey Com- Ar 
pany, Hammond book publisher. <A _ screaming streamer said, c Ni Ni ETT lis 
“Brenisen Gets 25 Years.” ‘ tha 
George J. M. Riseman, account executive, Advertising Bureau, ° Ly 
PS. is a_ time-tested formula Boston, will abandon the life of a bachelor soon. He filed wedding Broadcasting ( 
for increasing sales of na- intentions recently. . Carl Parks, a.m. of the Saturday Spectator, vas 
tionally advertised foods in the Terre Haute, Ind., will wed Miss Elizabeth Fahr Aug. 17. . . Don the News Wa 
adn BOS,008 market of ropeka and White, v.p., Textile Age, married Miss Lois Thompson, New York, ce 
a ~ agen Ayr oe pe July 27 whereupon they embarked on a 30-foot cutter for a honey- ' vit 
ee a, een ene moon along the Maine coast. . . Stewart Anderson, on the advertis- js ' 
this Food Cooperation Plan has ; é . . pores ‘ 
ie oom will cite substentie! sales ing staff of Lever Bros., Cambridge, Mass., also chose July 27 to pre 
= sales for Oxydol, advertised exclu marry Miss Helen Bates, Dedham, Mass. a =e adh 
+, sively in The Topeka Daily Capital. Henry Theodore Enns Jr., national sales manager for the Iowa “e 1 
a In 1939 The Capital carried 87.6% Broadcasting Company, is enjoying a month’s motor trip to the West 
4 of all national food advertising in Coast as a honeymoon following his marriage to Crrolyn H. Humble, 
* y 
= lopeka papers also of Des Moines. . . Weddings are epidemic at Forioe & Co., New 


PS Did you know, too, that The 


Topeka Daily Capital reaches 


your customers in the morning when 
they are eager to read and ready to 
buy? We'll gladly tell you more about 


Topeka's first paper 


‘Che Copeka 


York radio station representative. Frank Daniels of the sales staff 
married Phyllis Santomarco a few weeks ago and now Joseph Bloom, 
general manager, has announced his approaching marriage to Paceli 
Diamond, concert and opera soprano. . . 

Thor M. Smith, promotion manager of the San Francisco Call- 
Bulletin, and his wife, Mary, held open house recently at their new 
home, “El Ranchito,” ‘way out Skyline blvd. way. The invitation 
included on “Ode to the Thor Smith’s ‘El Ranchito,’” and a map 
showing just how to get there. . . 

Walt Raschick, copywriter for Knox Reeves, Minneapolis, is a 
proud man these days. Walt, Jr., age 11, sojourning at a Wisconsin 
summer resort, landed a 16-pound Northern pike, which was almost 
as big as the lad himself... . 

Cy Perkins of Petroleum Engineer, Chicago, is vice-pres. and one 
of the three founders of the Chicago chapter of The Society for the 
Preservation and Encouragement of Barber Shop Quartet Singing in 
America, and his quartet came out second in the recent regional 
meet. He'd like to have other advertising harmonizers get in touch 
with him. 


ST. LOUIS KW 
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TURNS PUBLISHER 


After 30 years in the textile field, with 
extensive experience abroad, William G. 
Schmid has joined “Department Store 


Buyer,’ New York, as vice-president, in 
accordance with the publication's ex- 
pansion plan. 


Latin Edition of 
‘Reader's Digest’ 
Will Carry Ads 


32 Pages of Copy to 
Finance Issue Going to 


South America 

Pleasantville, N. Y., Aug. 1.- 
For the first time in 19 years of 
conspicuous publishing success, 
Reader's Digest has entered the | 
advertising business by opening the 
pages of its forthcoming Spanish 
edition for circulation in Latin 


America to U. S. advertisers. 

It was revealed here today that 
the first Spanish edition, to be pub- 
lished Nov. 10 and dated November, 
will carry 32 pages of paid promo- 
tion in addition to 96 pages of 
pecial editorial material. Many of 


those pages have already been sold 
to such high-ranking U. S. adver- 
tise! as Packard, Westinghouse, 
General Motors, Eastman Kodak 
ind Nash. 

Behind the plan to publish the 
new foreign edition and to accept 


idvertising in it lies an interesting 
Two years ago, a proposal 
to publish such an edition was first 
among executives’. of 
teader’s Digest. Many of the maga- 


ory 


broached 


zing 20,000 subscribers in Latin 
America had written to the publi- 
ation to express regret that their 
friends who do not read English 


could not enjoy Reader's Digest. 


This suggestion, plus editor and 
founder DeWitt Wallace’s desire to 
promote good will among _§ the 
American republics, led to the first 
liscussion. It was found, however, 
that the edition would lose $100,000 
1 year, and the plan was forgotten 

Or a month ago the subject 
vas reopened at luncheon by Mr 
Wallace He regretted that there 
ee! to be no way to go ahead 
“ith the project without absorbing 
the ivy annual loss. Some one 
prese suggested “Why not sell 
advertising?” Mr. Wallace replied, 

Why didn’t somebody think of that 
defor Since then, things have 
mover rapidly. 

In first appeal to advertisers, 
_— 


-&. HOOPER SURV 


'Udiences of Phila. Network Stations. 
$:30-9.45 A.M. Mon. thru Fri.=4 Mo. Avg. 


WFIL 19.9% 
WCAU 17.0°; 
KYW 8.5¢; 


listeners | dentitying station and program 
First with 46 other programs. 


Reader’s Digest pointed out that it 
was planning the edition as a good 
will effort. Advertisers were asked 
to help underwrite the first three 
issues of the edition by buying space 
at $250 a page. No smaller space 
units will be accepted. 


Commitments Are Limited 


Reader's Digest is asking adver- 
tisers for support only on a three- 
issue basis. They are being told 
that they will not be expected to 
continue after that unless the pub- 
lication has proven itself an 
advertising medium. The magazine 
will go ahead thenceforth with or 
without advertising support. Rates 


as 


will be adjusted according to the 
circulation level reached. 
As bait to its initial advertisers 


ADVERTISING AGE 


Reader's Digest is not only guaran- 
teeing distribution of 50,000 copies 
of the Spanish edition but also 
promises to carry the same adver- 
tising prepared for the foreign edi- 
tion in the 20,000 copies of the 
regular English edition which go to 
Latin America. 

Executives of the magazine expect 
the new edition will attain a circu- 
lation of 100,000 or 150,000 within 
the first year. Despite 32 pages of 
advertising and an even higher cir- 
culation, they expect to lose money. 
In contrast to the $3 a year sub- 
scription rate for the English edi- 
tion, the price of the Spanish 
version has been set at $1 a year 
or 10 cents a copy. 

That circulation will be no par- 
ticular problem is already indicated 


of refusing advertising in its regu- 
lar English edition. As long as it 
obtains most of its editorial content 
from publications which depend on 
advertising, such a change would 


Five days ago, the August issue 
containing an announcement of the 
Spanish edition reached subscrib- 
In that short time, 7,000 sub- 
scriptions have been received. 


ers. 


The editorial plan is to select be impossible. 
from the domestic issue of the same Al Cole, business manager, is in 
month all material which is not of charge of space selling. The maga- 
purely local interest, and to add zine does not intend to add any 
that to articles culled from Latin advertising personnel, nor to estab- 
American periodicals. lish branch offices in New York or 
Executives of Reader's Digest elsewhere. 


emphasize that they are offering a 
unique medium for American ex- 
porters, and one which is not com- 
petitive with any existing medium. 
The magazine will not compete with 
any periodicals from which mate- 
rial is reprinted. 

Reader's Digest has no intention 
reversing its traditional policy 


Fulper to Advertise 

Fulper Pottery Company, Trenton, 
N. J., will resume national adver- 
tising this fall after a lapse of many 
years. The company will probably 
feature a new line of hand-colored 
decorative birds. W. I. Tracy, Inc., 


of New York, handles the account 


“Here's a real money-saving contribution to 


the Sales Department. New sheets go in — old 


ones come out. That keeps our catalog always 


up-to-date for our customers.” 


INSHTANCE., 


Aly 


total space of most bindings. And that means 
less space—and less weight—in a salesman’s kit. 
Or a neater, more compact foldover or fold- 
back. Or just plain good looks. 


Now picture 4” or 


colors — white metal or any color you wish — 


dummy for your 


business letterhead 


Your Printer will 
gladly supply a Swing-O-Ring 
next 
Also — write us today on your 
for Free 
Swing-O-Ring pocket notebook. 


job . 


CALIFORNIA—\LOS ANGELES 
Coast Envelope ond Leather 
Products Co. 
SACRAMENTO 
Silvius and Schoenbockler 
SAN FRANCISCO 


For LOWER COST Circulation 
BUY WFIL 


DIST. OF COLUMBIA— WASHINGTON 


George A. Simonds ond Compony 
1JOWA—DES MOINES 


Howkeye Bindery Compony 
L. W. Holley & Sons Co 


ILLINOIS — CHICAGO 


INDIANA 


MISSOURI 


“ 


Ellinasworth Mfg. Compony 


INDIANAPOLIS 
Cc. T. Nankervis Co 


NEBRASKA 


MARYLAND~— BALTIMORE 


J. S. Wesby & Sons 
KANSAS CITY 
Brent Printers 


Louis 


Notionc! Cover ond Mig. Co 


ST 
Wm. F 


Inc 


STRONG ENOUGH 
SMART ENOUGH 


It's hard to realize that anything as delicate as a 
diamond, can also be as tough as a diamond. But 
that’s also true of Swing-O-Ring. 


Three to six times stronger than ordinary loose- 


leaf binding ... Pick up a Swing-O-Ring job by 
one sheet—shake it—it holds! We call that page 


Swing-O-Ring holds a full 2 
That's capacity—without waste. But simultane- 


ously—the binding itself requires only 44 of 


40° 


A division of The Fred Goat Co., 


Woodruff Printing Company 


NEW JERSEY NEWARK 


Brewer-Cantelmo Co., 
McKenzie Service Inc 
Sloves Mechanical Binding Co. 
ROCHESTER 
Zohrndt ond Son 


for industrial manuals 
for toiletry catalogs 


matching or contrasting with the rest of the 
job. Tough—"‘delicate’—colorful. And competi 
tive in price. 


Swing-O-Ring is manufactured by The Fred 
Goat Co., Inc.—long recognized for its precision 
engineering technique. It is your assurance of a 
quality product that will give dependable, satis- 


of paper. factory service. 


Swing-O-Ring has now been used so many dif- 
ferent ways—we say: Whatever job you've got 
on hand — either catalog or sales manual — ask 
your printer to dummy it up for you — in 
Swing-O-Ring. You'll like its serviceability; 
you'll like its looks . .. Also—write us today on 
of Swing-O-Ring in your business letterhead for a free Swing-O- 


Ring pocket notebook. 


Swing- Ring 


THE MODERN MECHANICAL BINDING WITH LOOSE-LEAF FEATURES 


SWING-O-RING, INC. 
. Established 1893 


Inc. Precision Engine msS.. 


318 Dean Street Brooklyn, N.Y. 


ERQQERRELE RIGGS EERE EAEE LSE ERE R ER OOD 
THERE'S A SWING-O-RING LICENSEE IN YOUR AREA 


MICHIGAN ~— DETROIT 
The Burkhardt Company 


SAUGERTIES TEXAS DALLAS 


Sougerties Manufacturing Co Americon Beauty Cover Company 
SYRACUSE UTAH—SALT LAKE city 
LINCOLN Erhord & Gilcher Stevens and Wallis, tn 
NORTH CAROLINA RALEIGH 


! ~MILWAUKEE 
Edwords and Broughton Compony bg ey oy town 


- c ny, In 
The T. J. Cordese Co., Usd. ea Se W. C. Horn Bro. & Co., Inc OHIO — CINCINNAT! CANADA—TORONTO. 2 
COLORADO— DENVER MASSACHUSETTS — BOSTON Porallex Wire Binding Co Charles F. Sternebera as Rechets Ganme leat ld 
The W. H. Kistler Stotionery Co. Thomas Groom & Company, Inc RUTHERFORD CLEVELAND ’ . 
HOLYOKE The Gorraway Company The Forest City Bookbinding Co ENGLAND~— LONDON 
Oo an Gea Komket Corporation The Mueller Art Cover & Binding Co Fisher Bookbinding Co., Ltd. 
ee ee SPRINGFIELD NEW YORK BEAVER FALLS Pirie, Appleton ond Co., Ltd 
NEW HAVEN Springfield Printing & Binding Co Beaverite Products, inc PENNSYLVANIA 
The Peck Bindery, In« raee 5 . - CLIFTON HEIGHTS (Ad). Paula HOLLAND~— AMSTERDAM 
WORCESTER NEW YORK Buchan Loose-leaf Records Co Blikmon ond Sartorius, N V 


Inc PHILADELPHIA 
National Publishing Compony 
Novelty Bookbinding Compony 
PITTSBURGH 


S. A. Stewart Compony 


SWEDEN — STOCKHOLM 
Aktiebologet P. Herzog and Soner 


SWITZERLAND — BERNE 
Alfred Weber A. G 
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——— 5, 1940 


‘Tough Guy’ Plays 
Leading Role in 
Hastings Success 


Trade Character Is as 
Unconventional as 
Product 


By CARL DONNELLY 


Mich., Aug. 1.—Rela- 
as difficult to break into as 
the popular-priced cigaret field is 
the stiffly competitive replacement 
piston ring business. And up to five 
years ago it looked as though a 
select few well-known automotive 
names would always divide some 90 
per cent of the annual volume. 
Then along came 
Steel-Vent Piston Ring and almost 
from the day of its introduction 


Hasting, 
tively 


this uniquely designed ring began | 


making piston ring sales history; 
1936 volume was nearly doubled by 
1937. Then came a_ phenomenal 
gain of 132 per cent in ’38 over ’37. 
Still there was no let-up. Hastings 
wound up last year with another 
tremendous increase of 64 per cent. 


Volume Is Tripled 


From all sections of the country 
old-line distributors report the big- 
gest volume they have ever done 
on rings. Recently President Aben 
Johnson checked through the rec- 
ords of all wholesalers who have 
been selling Hastings continuously 
for the past five years. He found | 
that the entire group is today doing | 
3% times its 1935 ring volume. 

What rabbits has Hastings pulled 
out of the hat to achieve such 
precedent-shattering success? 

Answer: None. 

Soundly aggressive merchandis- 
ing and keeping-everlastingly-at-it 
advertising have simply proven once 
more that, teamed with the right 
product, even the toughest market 
can be cracked 


the Hastings | 


When Steel-Vent was launched, 
skeptics scoffed at its daring design, 
for Hastings engineers had disre- 
garded all previous notions of what 
a piston ring should look like, and 
engineered an unique and highly 
unorthodox four-piece ring designed 
specifically for replacement needs. 

People rarely buy new piston 
rings for nice straight cylinders, 
reasoned Hastings engineers. So 
they designed a ring with such a 
wide range of flexibility that it 
would stop oil-pumping not only in 
mildly tapered cylinders but also in 
that heaviest percentage of ring 
jobs, extremely tapered cylinders. 


Trade Bugaboo Ended 


That’s what made the big hit 
with the trade. 
standardize on this one ring for all 
jobs—from straight rebores all the 
way up to extreme .025 inch tapers 
(which any motor service man will 
|tell you is plenty). 
| Key trade papers were used to 
introduce the Hastings “Tough Guy” 
plugging the story of “The right 
ring for any job—the only ring for 
|tough ones.” 

But the advantages of this new 
|design didn’t stop there. Being 
‘made of steel, the wall-contacting 
isections of Steel-Vent could be 
'made much thinner than conven- 
|tional cast-iron rings. Greater unit 
pressure was possible with far less 
‘total wall tension. In non-technical 
language, oil-pumping could be ef- 
fectively stopped without the severe 
“piston drag” that causes rapid cyl- 
inder wear and quickly destroys 
/performance. 

“Tough but oh so gentle” was the 
| phrase coined by Hal R. Keeling, of 
|Keeling & Co., Ine., Indianapolis, 
‘the Hastings agency, to aptly ex- 
|press Sieel-Vent action—tough on 
jee. but gentle on cylinder 
| walls. 


Important in the Hastings pattern | 


of success has been consistent and 
|highly effective advertising. Starting 
| with six half-pages a year in The 
|\Saturday Evening Post, Hastings 
advertising now appears 
j}month of the year in The Saturday 
Evening Post, The Country Gentle- 


man and Successful Farming. 


| most.” 


For now they could | 


every | 


1,051,166 


/ Srcolitnn ok August issue 


The American Legion Magazine 
With this issue, the first published under our 


new rate of $1,800.00 


per black and white 


page, advertisers received a circmlation bonus 


of 151,000 or 17%. 


43S oe 


Our new rate card effective to all ediverfiséta 


with the August issue 


guaranteed 900,000 


circulation — $2.00 per page per thousand. 


For the August issue 


thousand was $1.79. 


“ os ‘ate per 


Circulation of The American Legion Magazine 


May ...1,001,406 
June ...1,023,829 — 


Chart below shows sveteee enbuat A. 8. C. 


circulation, The American 


Legion Magazine, from 


December, 1934, to December, 1939. 


| DECEMBER 


1934 1935 


847,316 


ICM Mca astra OF 


|dealer receives free 


That the public is vitally inter- 
ested in a piston ring that’s “tough 


‘on oil-pumping but gentle on cyl- 


inder walls” is attested by the un- 
usually high Daniel Starch ratings 
on Hastings advertising. 


He Stops Parade 


Consistently the now - famous 
Hastings “Tough Guy” ranks in the 
top quarter of all advertisements in 
The Saturday Evening Post on 
“seen,” “read some” and “read 
Once he took three first 
places right across the board. In 17 
appearances he has seldom ranked 
out of the first ten on attention or 
readership and this against the com- 
petition of all other advertising in 
The Saturday Evening Post. 

For high reader interest Hastings 


advertising takes its hat off not 
even to such consumer interest 
“naturals” as food, drug, cosmetics 


and cigaret advertising. 

Hastings advertising strategy is a 
beautiful example of how to tie in 
trade promotion with the consumer 
campaign. 

When a new jobber takes on the 
Hastings line he is supplied with a 
series of effective mailing pieces 
carrying his own imprint. Several 
times a year the Hastings Arrow 
covers timely subjects in a blanket 
mailing to every motor service out- 


jlet in the country—95,000 of them. 


Direct mail pieces carrying the job- 
ber’s imprint back these up at fre- 
quent intervals. 


Hero of Service Men 


Among motor service men the 
Hastings “Tough Guy” has become 
a national institution. Month after 
month they follow his adventures 
in key-positioned advertisements 
appearing in the leading automotive 
and tractor publications. In Hast- 
ings jobbers’ stores animated 
“Tough Guy” displays and giant 
wall posters constantly remind the 
jobbers’ customers to use the ring 
that’s 
gentle on the cylinder walls.” 

The Hastings Merchandising Plan 
is built around two simple but ba- 
sic ideas. No. 1 is the Hastings $50 
deal. With an initial stock order of 
$50 in Hastings piston rings, the 
a valuable tool 
useful in his motor repair work. A 
wide choice of ring assortments is 
available and a wide choice of tools 
is also available. A recent $50 deal 
offering a free bearing tester for 
locating oil leaks in main bearings | 
sold many thousands of dollars | 
worth of piston rings. 

No. 2 in the Hastings Merchandis- | 
ing Program is the “sales clinic.” 
Eighty-five Hastings representatives 
are kept busy holding sales meet- 


driver and past winner of the 500- 
Mile Indianapolis classic, travels the 
year round arranging dealer meet- 
ings to promote Hastings jobbers’ 
business. Repairmen by the hun- 
dreds flock to these meetings to hear 
“Pete” do his stuff. 

Hastings’ rise to leadership is one 
of the outstanding success stories in 
the history of automotive parts 
|} merchandising. With a sales in- 
| crease of 700 per cent in five years 
—a plant whose production capacity 
has just been tripled—from 17 
salesmen in 1935 to 85 salesmen in 
1940—the Hastings story reads like 
a sales manager’s dream. Yet it is a 
“dream” well within the realm of 
possibility in any field, given the 
right combination of product, adver- 
tising and merchandising. 


Petrie to Crosley 


Robert I. Petrie has resigned as 
president and general manager of 
Barlow & Seelig Mfg. Co., Ripon, 
Wis., to take the post of vice-presi- 
dent and general sales manager of 
the Crosley Corporation, Cincin- 
nati. 


Food Paper to Bow 


Eastern Periodicals, Inc., Boston, 
publishers of Apothecary and New 


England Poultryman, will launch a 
new business paper called Yankee 
|Food Merchant Sept. 1. Leavitt C. 
Parsons heads the company. 


“tough on oil- ~pumping but | 


| Westinghouse Appoints 


ings with wholesalers and _ their | 
salesmen. 
Paolo at Wheel 
Peter de Paolo, famous racing 


HIS LOOKS BELIE His DISPOSITION 


Apparently as much a hero to the public as to the Hastings organization is 


this ape-man who enjoys an 


exciting game of marbles. 


New Products Staff 


Frank Davies Newbury, former 
head of the new products division, 
has been appointed manager of the 
emergency products division of 
Westinghouse Electric & Mfg. Com- 
pany, with headquarters at the 
company’s main works at East 
Pittsburgh, Pa. His staff includes 
Lawrence D. Rigdon, manager of 
manufacturing; Carl S. Coler, man- 
ager of industrial relations, 
William D. O’Connell, auditor. 

Organization of the emergency | 
products division is one of the pre- 
liminary steps in the part Westing- | 
house will play in the national 
defense program. The company is 
providing facilities to produce shells, 
| fuse timers, gun mounts and elec- 
trical equipment. 


National Sportsman, Inc. 
Changes Rates 


National Sportsman, Inc., Boston, | 


|publisher of National Sportsman 


‘and Hunting & Fishing, which for- | 


jmerly charged $207.90 for extra 
color on body page in advertise- 
ments appearing in its publications, 
has issued a new rate card whic 


reads: “One extra color on body 
page—per page advertisement— 
$210; per 2-column or smaller ad- 


vertisement, $140.’ 
The back cover rate for the two 
publications, delivering 700,000 cir- 


culation, which has been $4,158 
will be changed with the Sept. 
1940 issue to $3,157.89 per back 


cover or $3,000 per back cover on 
six or more insertions within one 
year. The second and third covers, 
three process colors and black, for 
coming issues will sell for $2,379 as 
against the previous rate of $2,772. 


Gellatly Merges 


| Gellatly, Inc., New York program 
service and station representative 
firm, has merged with Radio Adver- 
tising Corporation, New York, and 
will operate under the latter name. 
William B. Gellatly is president of 
ithe new company, Walter I. Tenney, 
|secretary-treasurer, and L. J. F. 
Moore, vice-president. 


as well as produce programs. 


‘Poster Fight 
Is Settled 


in Pennsylvania 


Pittsburgh, July 31.—The Out- 
door Advertising Association of 
Pennsylvania and the State Depart- 
ment of Commerce have reached 


and | structures 


’| joined Hugo 


The new 
company will represent 11 stations 


an agreement on the elimination of 


\objectionable outdoor advertising 


by “cooperation rather 
than legislation,” it was announced 
here yesterday. 


Richard P. Brown, secretary of 
'the commerce department, said that 


the following policy has _ been 
|adopted: 

1. Elimination of poster struc- 
tures in scenic areas more than a 


mile from commercial districts 

2. Removal of posters so located 
on highway curves as to constitute 
|driving hazards. 
| Both members and non-members 
of the association are expected to 
abide by the new agreement, since 


the outdoor industry as a whole 
has long recognized the advan‘uges 
‘of a friendly public sentiment and 


has comported itself accordin: 


Feinberg to Scheibner 
Milton Feinberg, formerly he. of 
his own agency in Los Angele: has 
Scheibner, Inc 
Angeles, as an account execu! 


| HUNTING & FISHI 


NATIONAL SPORTS 


700,000 ABC GUARANTEED 


By peEsutt® 


497,535 rer” 


familie 


s 
$206 


from 


000 pe 
sports” 


775 abe 


TORONTO 
MONTREAL 
WINNIPEG 
LONDON. Eng 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - 


ADVERTISING AGENTS 
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: Re-elect Graham Blythe Admen Named to  Iesue Readership _AW-Advertisin Gets 
P r Oo aq! @) t 1 @) Tr Graham Blythe of the merchan-| Offset Committee | : 


matin» 


TO lhadiad 


Review 


With the war completely domi- 
nat_ng the news scene True Story 
has trotted out a unique promotion 
de. ice that ties in effectively with 
the current march of events. The 
mazazine has_ selected Camden, 
N. J., as a typical industrial com- 
munity whose purchasing power 
has been boosted way up as a re- 
sul’ of the record naval expansion 
pr‘ ram. 

e story of Camden is told to 
advertisers in straight news fash- 
jor A newspaper reporter was 


dising division of the British Co- 
lumbia Electric Railway Company 
was re-elected as president of the 
Vancouver B. C. Junior Advertising 
& Sales Club for the ensuing year. 
All other members of the charter 
executive were also re-elected. Ken. 
Pattison, Pattison Photocraft, is 
vice-president; Marjory Sutton, A. 
McKim Ltd., secretary, and Harry 
Roberts, Kelly Douglas Ltd., treas- 
urer. 


Braquette Appoints 
Braquette, Inc., New York, has 
placed its account with Jasper, 


Lynch & Fishel, New York. Bra- 
quettes are adjustable picture 
frames intended primarily for pho- 


John Benson, president of the 
Four A’s, Paul West, president of 
the ANA, and Rex Bell, president, 
Outdoor Advertising, Inc., have ac- 
cepted appointments to the commit- 
tee sponsoring the “Living Lithog- 
raphy” exhibit, scheduled for a full 
month’s showing in Philadelphia 
during October. 

The exhibit is being presented by 
the Philadelphia Art Alliance in 
collaboration with the Lithograph- 


‘ers National Association. 


Machlin Promoted 


E. O. Machlin, for many years 
treasurer of Art Color Printing 
Company, Dunellen, N. J., has been 
named general manager. He suc- 


Report No. 18 _Lederer de Paris 


The Advertising Research Foun-| [Lederer de Paris, specializing in 
| dation has released the 18th report | distinguished feminine accessories, 
|in its continuing study of newspa-|has placed its advertising account 
per reading. The subject is the/with AW-Advertising, Inc., New 
April 25th issue of the Toledo Blade. |York. The New York establishment 

Top rating in the national adver- at 711 Fifth Avenue will be the 
tising classification went to a 790- pe of a new campaign. 
| line Camel advertisement and a) Lederer has maintained 24 smart 
| 1,600-line Sohio advertisement in 'shops in large European cities. It 
color, both of which were observed ‘operates four factories 


by 29 per cent of men readers. | bse 
WROL to Expand 

Covent Company, New York, has Plans of WROL, Knoxville, Tenn., 
been appointed agency for Artek-| for erection of two 300-foot trans- 
Pascoe, Inc., New York. The client | Mission towers, an increase in power 
makes contemporary furniture de-| to 1,000 watts daytime and 500 
signed by Aino and Alvar Aalto,| watts at night and a change in fre- 
Finnish architects now in this coun- | quency from 1,310 to 620 kilocycles 


Covent Appointed 


tographic reproductions. Jesse E.!ceeds Ernest Lilienthal, who retired |try. Elizabeth Hunt is account ex-| have been approved by the Federal 
sen. out to gather the facts and | Wilkes is account executive. recently. lecutive. Communications Commission. 
these have been relayed to the 
magazine’s customers and _ pros- 


pects in conventional news style— | 


with convincing camera shots oe | e 


lend emphasis to the running story. 
Not the least interesting aspect | 
of the promotion is the fact that | 


no attempt has been made to “dra-| * 
Instead, | ,. 


matize” the presentation. 
the news story is mimeographed | 
and the pictures are regular 8 by 
10 glossy prints. The same tech- 
nique will be applied to other cities 
benefiting from the defense pro- 
gram. 


* * * 


Of course these are no times for 
depending on good omens or pin- 
ning your faith to luck charms, but 
gee whiz. Iowa Broadcasting Com- 
pany attaches a small horseshoe to 
a blue folder bearing the admoni- | 
tion, “You can’t use this lucky 
piece. . .” Lift the fold, though, 
and your confidence is restored be- 
cause you are told that expenditure 
of the advertising dollar is too im- 
portant to trust to luck—and you 
realize that nothing ever was truer. 

* + + 


A couple of urchins marking up 


' a fence with news of a heart in- 


terest form the cover design of a 
single-fold piece from KMOX. 
“KMOX Loves Grocers—Grocers 
Love KMOX” is spread across a 
fence made realistic through the 
use of a cover stock looking like 
pine boards on the outside, but hav- 


Yessir, Hospitaltown 
Is a Really BIG and 


Responsive Market! 


Bigger than Detroit .... bigger than Cleveland... . bigger 


than Boston; that’s Hospitaltown! It's easy to sell, too, because 


it's compact, easily contacted and economical to advertise to 


1 ing a plain surface inside of the 
Out; } fold where the story is carried. The through HOSPITAL MANAGEMENT, the magazine which 
- | romantic gossip, about which 
parl- § neither of the principals is the . . . 
sil Ge sieladsmeek’ ee emia HOSPITAL MANAGEMENT an- offers the most responsive audience of responsible buyers. 
mn of tion between KMOX and the gro- nounces the appointment of 
ae cery trade. J. A. Converse as representa- 
aan » ¥ tive in the stat { Washing- i i 
nced [The Philadelphia Record capital- on. oe Oe oe Colt Autosan dish, glass and silver washing machines are 
wes literally on the excitement : _ 
-y of Ti every one of us feels when he un- ee, ee advertised to the buyers of Hospitaltown through HOSPITAL 
| that @ expectedly sees his name in the be Waker. yore Aaa _ veer 
been headlines of a newspaper. A copy —— oo enswert 
if the Record arrived recently with Green, with headquarters in MANAGEMENT. 
struc- @ the usual head concerning the Los Angeles. 
lan a state of the nations ee 1s Ae 
notice that important news for Mr. : : 4 
cated J So-ana-So would be found on page American Radiator & Standard Sanitary, Cleveland Range, 
stitute six. With trembling hands fum- ‘. 2 . 
bling the pages, the recipient finds Hanovia Chemical, Imperial Brass, Procter & Gamble, Sloan 
n = _ 1 complete linage sacra vad 
ed une and comparative figures for = ; 
nc fhe some month last year Valve, Mennen, Permutit—these companies, and many others, 
10i€ * * * . . . 
ntages Ml WCKY. Cincinnati, is giving tell their sales stories to Hospitaltown through HOSPITAL 
it and Bf 100,000 loyal Americans a chance to 
show their colors. A two by four MANAGEMENT 
vhite card carries a Stars and ‘ 
Stripes button about the size of the 
i of Red Cross campaign’s emblem, with 
i pledge that the station’s programs 


Yessir, Hospitaltown is a really BIG and responsive market. 


‘nd power “will always be dedi- 
ated to the service of our flag, our 
dunt and our people.” 


You're missing a lot of your best prospects if you're not telling 


"ans Grid Broadcast your story to Hospitaltown. Ask our nearest office for com- 


Gen-ral Petroleum Corporation of 
4lifo: nia, Los Angeles, will spon- 


plete details. 


wt a 15-minute program entitled 
foOtiall Forecasts with Sam 
“aye over the Columbia Pacific 
two'k on Wednesdays at 6:45 
m. or 13 weeks beginning Sept. 


Snith & Drum, Inc., Los An- 
™“€s, candles the account. 


BAL | 
— ° B bt a ; 


Hospital Management 


The only ABC-ABP hospital publication 


Walton Bldg. 
Atlanta 


100 E. Ohio St. 
Chicago 


330 W. 42nd St. 


Western Pacific Bldg. 
New York 


Los Angeles 


Terminal Sales Bldg. 


Mills Building 
Portland, Ore. 


San Francisco 
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Schick Likens 


New Razor Head 
fo Self-Starter 


(Continued from Page 1) 


Following preliminary announce- 
ments in jewelry, hardware and 
electrical trade papers, first con- 
sumer copy in the campaign will be 
released Sept. 11, when a spread in 
The Saturday Evening Post will de- 
scribe the new 2-M shaving head 
and promise shaves “30 per cent 
quicker.” Copy will also offer a 
free 30-day trial. In addition to 
the three new models, labeled the 
Flyer, at $12.50; the Colonel, at $15, 
and the Captain, at $17.50, a shaver 
selling for $9.95 but lacking the 
new head, will also be mentioned. 
The magazine list includes Collier’s, 
Life and The New Yorker. Inser- 
tions will range in size from half- 
pages to pages in color. 

According to Kenneth C. Gifford, 
Schick vice-president in charge of 
sales, the new line was styled and 
designed as the result of more than 
10,000 interviews with users and 
prospective users of electric shav- 
ers. Raymond Loewy, industrial 
designer, handled the styling assign- 
ment. 


10 Per Cent Saturation 


In outlining the sales possibilities 
envisioned by the company, Mr 
Gifford pointed out that despite 
the 5,000,000 electric shavers al- 
ready sold the industry is still in its 
infancy. Nearly 90 per cent of the 
42,000,000 men in the country have 
yet to buy an electric razor, he said, 
and while the product is still a pop- 
ular gift item a steadily rising num- 
ber of men are buying the shavers 
for their own use. During the past 
ten years Schick sales totaled 2,500,- 
000 units, or about as many as for 
all other manufacturers combined 

One of the point-of-sale mer- 
chandising aids to be featured by 
Schick is a “Sell-Case’’—instead of 
a “showcase’—designed by Mr. 
Loewy and containing all of the 
new models. 

The new Schick campaign is the 
first merchandising effort directed 
for the company by Arthur Kudner, 
Inc., appointed to handle the ac- 
count several months ago. 


Short President 
of Virginia Press 


Carl B. Short, business manager, 
Roanoke Times, was elected presi- 
dent of the Virginia Press Associa- 
tion at its annual meeting at Old 
Point Comfort. 

D. Tennant Bryan, Richmond 
News-Leader, was elected vice- 
president for dailies; A. Robbins, 
Hopewell News, vice-president for 
weeklies Other officers were re- 
elected 


Kempf to Fairall 

A. N. Kempf, recently sales pro- 
motion and advertising manager of 
the Michael-Leonard Seed Company 
of Sioux City and Chicago, has been 
appointed to the merchandising and 
copy staff of Fairall and company, 
Des Moines advertising agency 


R. C. Williams Appoints 


R. C. Williams & Co. has ap- 
pointed Alley & Richards Company, 
New York, as agency for its line of 
wholesale groceries A campaign 
featuring Royal Scarlet foods is be- 
ing prepared for use in New Eng- 
land and Middle Atlantic states 


“N. Y. News” Expands 

The Chicago office of the New 
York News has absorbed two ad- 
joining offic in Tribune Tower, 
doubling it pace. Elmer E. Flag- 
ler is in charge 
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‘Circulation Plus’ 
Claimed by NBC 
Following Survey 


New York, July 31.—A new battle | 

f promotional research was indi- 
cated here this week when the 
National Broadcasting Company un- 
veiled results of its all-county net- 
work preference survey, and when 
it was learned that Columbia Broad- 
casting System will disclose results 
of a similar investigation early in 
the fall. 

Frankly called “competitive” by 
network officials, the NBC survey 
seeks to call attention to a “circula- 
tion plus” for the Red network over 
CBS. It was found that 36.8 per 
cent more radio families listen to a 
Red outlet in the daytime than to a 
CBS station. The advantage claimed 
at night is 41.7 per cent. 

Broken down into geographic sec- 
tions, the Red network was shown 
to enjoy 23.5 per cent lead in its 
daytime audience in the East; 53.5 
per cent in the Midwest; 90.5 per 
cent in the Mountain states; and 22.5 
per cent on the Pacific Coast. At 
night, Red preferences shown were 
23.0 per cent in the East; 59.9 per 
cent in the Midwest; 61.2 per cent 
in the Mountain area; and 65.8 per 
cent along the Pacific. 


Conducted by Mail 


These figures were gained from a 
postcard mailing of 1,425,000 ques- 
tionnaires to radio families in every 
county last February. One out of 
every 168 radio families was in- 
cluded in the 166,000 cards received 

A quota was set for each county, 
and enough families in each were 
addressed to insure this quota being 
reached. C. E. Hooper, Inc., con- 
ducted the investigation following 
37 field tests to insure maximum 
returns and. scientifically accurate 
results. 

A double, yellow card, decorated 
with drawings and printed in blue, 
was used. The nom de plume of 
John T. Williams was used as the 
conductor of the survey. After a 
“come on” question to encourage 
recipients to reply, two questions of 
two parts each were asked. 

The questions were: “What radio 
stations do you listen to regularly 
in the evening? Which one of these 
stations do you listen to most in the 
evening? What radio stations do 
you listen to regularly in the day- 
time? Which one of these stations 
do you listen to most in the day- 


time’ 


$60,000 Budget Allotted 
B. C. Fruit Campaign 


Approximately $60,000 will be 
spent for 1940 advertising of the 
Okanagan valley fruit crop in Brit- 
ish Columbia, according to the Brit- 
ish Columbia Fruit Board. 

The account will be handled by 
the Canadian Advertising Agency. 


( 


Armand to Seeds 


Armand Company, Des Moines, 
has placed its account with Russel 
M. Seeds Company, Chicago. Ar- 
mand cosmetics will be advertised 
on a test basis in the fall in mage- 
zines, newspapers and radio Ivan 
Hill is account executive 


Private Camps Gain 

Private camps for boys and girls 
in all parts of the country show an 
average attendance increase this 
year of 4.5 per cent over 1939, ac- 
cording to a survey by N. W. Ayer 
& Son Inc 


“Esquire” Plans Fair 


plans to stage 
“Christmas Fair” this winter at 
which merchandise advertised in 
the holiday issue will be displayed. 
Over 6,000 square feet of floor space 
at 10 Rockefeller Plaza, New York, 
will be used 


Esquire another 


WBT Appoints Carley 


Station WBT, Charlotte, N. C., 
has appointed William F. Carley 
promotion and publicity director. He 
was formerly with J. Walter Thomp- 
son Company on the West Coast, 
and engaged in network promotion 
for the National Broadcasting Com- 
pany’s managed and operated sta- 
tions 


THIS WEEK 


Basu “sas 


Index of Retail Activity in 
81 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 
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JANUARY FEBRUARY MARCH 


APRIL MAY 


JUNE 


JULY AUGUST 


SEPTEMBER OCTOBER NOVEMBER DECEMBER 


30-Week 
Period 
Ended 


July 30, 1938 


30-Week 
Period 
Ended 


July 29, 1939 


‘Akron, © 7,064,147 5,653,693 
Albany N. Y 1,857,305 4,798,743 
"Atianta, Ga 8,3: 2,496 
Baltimore, Md 12 . 7 638 
Birmingham, Ala 7,073,122 2,000 
joston, Mass 10,327,918 
Bridgeport, Conn 112,546 
Buffalo, N. Y 8,817,268 
Camden, N. J 2,115,780 
Cedar Rapids, la 2,H6S8,190 
(Charleston W Va 296,494 
“Whicago 11] 17,960,374 
(inetnnati () S,661,567 
Cleveland, © 7,953,022 
Columbus, © 7,041,250 
Dallas, Tex : 11,907,458 
Davenport, la $01,567 
Davton, © 1.271.046 
Denver Colo 1,214,669 
Ih Moines la 668,196 
Detroit, Mich 0.949.614 11,238,390 
Kl Paso, Tex 807,290 991,252 
lorie Iria 072,266 481,514 
Evansville, Ind 6,985,986 6,736,688 
Fall River, Mass 1,833,305 1,914,046 
Flint, Mich 3,946,964 4,663,182 
Fort Wayne, Ind 6,141,247 6,010,308 
(jary, Ind 3,253,244 3.341,677 
Grand Rapids, Mich 1STUL08S 1,958,262 
Greenville m. “ , 568.058 702.956 
Houston, Tex 419,560 9,670,276 
Indianapolis Ind 8,927,472 1308 360 
Jacksonville, Fla 1SH1L, 932 169,584 
Jersey City N. J 1,205,178 1,248,733 
Kansas City, Kan 1 0,297 1,463,154 
snonville Tenn 715,660 6, 
Little Roel Ark 195,670 »,2 
l \ ‘ Calif PS,lolole 14, 
I i ille IK \ ‘45,761 S 
won lass 451,930 i 
Matichester N i Podge 2 
Mle tnphis Tenn 62374.368 ti, 
Misi lla S064, 665 7,946,341 
Milwiatukes Wi S.419,008 S041, 038 
Minneapolis, Mint 7.939,37 7,700,676 
Nu in County, LL l 1,354,37 1,477,028 
New Bedford, Mass 1,794,030 1,772,848 
New Tlaven, Conn 173,042 Zoos 
N Orlean Lit O44 S40 11.046, 562 
New York N \ os] 7 142,856 
Brookiyi N \ JLST7, 2,258,846 
Norfoll Va 4 “Ws an tae 
(hmikla C*alif LOS Te 1.448.080 
‘ thomas Citys ‘) t 6.014 11 2 S10 
Crrraba Ne 78,2 23.057 
Peoria ill 738,254 H, 142,047 
| tdelphia a 14,774,466 Po. 504,24 
I"! x Ari 1,421,000 4,192,034 
I'i burah Pa 1LS39,758 11,504,724 
Portland (ore H.H0u 2 7,191.20 
liemeding l’a f1o.G HSS,S2 
Richmond, Va HS46,490 314,038 
| | ter N ‘ 8,129,717 S.G53 488 
] ktord 11! 1,.474,2 i hooalt 
I i I ind-Motline, I 186%. 1,7 7" 
Si i > f i4t s $HuN 464 
esitt Ante l x | togGg_uKgn 
Sit 1) ia (“all ie } ri SA " 
Seutt Waist ri ' ‘ } 
= th Lend, Ind an i Hs 
Spokane Wiasl H24,074 TSOL224 
t | ii Ml 140,26 0,244,232 
st }tau Mint "4 lt 4a Su 
Syvra N \ ‘¢ O02 84 
ra i Wash H4.468 7TH,174 
Panipa Fila 447,308 SO4,27¢ 
roront (ont wt a | i7 1430.51 
Tre N \ it " 2,409,216 
ru i yk la 1 ‘ 110,67 
Washingt i> 4 | LS OF 19,096,471 
\ . “ 1) j 707 { } we 
Total 24,000,216 6,767,120 
Akron Times-Press discontinued Aug. 28, 1938 
Linage of Daily American now combined 
Record 
Buffalo Times discontinued Aug. 1, 1939 
i Chicago Herald & Exam. discontinued Aug, 28 
Milwaukee News discontinued Jan. 14, 1939 
6 Oklahoma News discontinued Feb. 24, 1939 
News-Times discontinued De 28 1938 
S Spokane LPress discontinued March 18, 1939 
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July 27, 1940 


% Gain %™ Gain 
or Loss” or Loss 


1940 1940 Week Week % ( 
over over Ended Ended ‘ 
1938 ° 1939 July 29,1939 July 27, 1940 1] 
22.5 3.1 174,262 151,011 
6.3 2 134,431 105,507 
0.7 12.4 334,740 221,858 
+ 2.9 + 2.3 333,547 331,293 
+12.2 + 8.4 232,288 220,374 
ne 3.9 222,835 185,159 . 
+ 13.6 + 4.9 171,584 185,388 { 
5.5 7.9 264,458 206,757 
+ 45.4 31.9 78,405 100,971 
+ 1.1 2.6 80,864 62,902 
a0 20 182.518 194,607 
10.0 4.1 371,538 169,340 
7.9 2 212,949 209,114 
1.1 0 298,198 268,284 , 
8 0 1.0.7 208,959 192.585 4 
3.9 1.1 319,329 328,890 | 
0.3 1.8 149,338 130,116 : 
91 0.9 218,666 195,664 , # 
£3 Be 163,151 137,850 ; = 
2.6 1.2 110,271 $3,192 
18.1 1.6 293.117 313,111 ( 
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l 1.9 171,276 140,728 re I 
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+- 8.3 3.7 3.730 56.543 i 
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Lm Ss 40 124,460 126,546 ‘ 
16.4 12.1 99 107 12 x3 
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oo 75 PN ROE 11% 
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6.4 1.7 144,718 LoS, 461 
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11.8 ‘ 164,592 144 ab 
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St. Paul Daily New discontinued April 
suspended publication Nov 
Atlanta Georgian and Sunday American 


lication De 17 1% 2 


San Diego Sur 


Linagwe of Syracuse Journal, now I 
Herald 

Minneapolis Star and Journal merged A 
Philadelphia 1940 figures not received 

193% fimures not neluded in total 


Olian Gets Milton Oil 


Olian Advertising Company, St. 
Louis, has been appointed by Mil- 
ton Oil Company, St. Louis, to di- 
rect promotion of Dixcel gasoline. 


Chamberlain with Agency Appoints McLain 


William G. Chamberlain, formerly 
Company, Los An- phia, has been appointed 


with 


Pennzoil 
geles, as a sales engineer, has joined advertising of 


jthe Beswick & Britton 


McLain Organization, 
Goetze G 


agency Packing Company, New B 
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ADVERTISING AGE 29 


Cdvéutising 
Markit Place 


The rates for this department are as follows: 


“Help Wanted,” ‘Positions 
epresentatives Available,” 
cash with order. 
All other classifications 
$4.75 per inch. 


Wanted,” 
30 cents a line, 


(single insertion rates): % 


and 
Terms 


“Representatives 
minimum 


Wanted,” 
charge $1. 


in., $2.76; 1 to 3 in., 


POSITIONS WANTED 
bor Rent—1 BRAIN: In excellent con- 
n College trained Mspecially 
il on sales correspondence Cler- 
and selling experience. 

079, ADVERTISING AGE, Chgo 
Young Woman — able handle all 
d Is trade magazine circulation, 
t prod,, corres., bookkeeping, et« 


le assuming resp. Exc. ref 

082, ADVERTISING AGE, Chgeo 
Pditer—Long and valuable trade 

and magazine experience; out 

ing record for developing reader 

st and making money; prolific 

eas; strong in initiative; fluent, 

tile convincing writer kim- 

d Address 

088, ADVERTISING AGE, N. Y 


REPRESENTATIVES AVAILABLE 


PUBLISHER'S REPRESENTATIVE 
<perienced advertising space sales 
i wide acquaintance, N.Y. Oftice 


MKastern representation 
publication, commission basis 
tox 85, ADVERTISING AGE, N. Y. 
POST CARDS 
“PHOTO™ POST CARDS 


west, most economical method 


ing any product. Samples and 
on request Graphic Arts 
n, Ohis 
HELP WANTED 
Salesmen: Commercial publicity ex- 


of Motion picture advertising 


tion and recording advertising 

leads, cooperation, highest com- 
State experience 

Box 87, ADVERTISING AGE, Chgo 


HELP WANTED 
CHICAGO SALESMAN WANTED—An 
aggressive, creative salesman who has 
a clientele and is familiar with print- 
ing and lithography Satisfactory ar- 
rangements will be made with 
man who can produce for a well 
tablished Milwaukee Printer and 
Lithographer handling many national 
accounts. Exceptional opportunity 
send photo with all details in letter to 
Box 3084, ADVERTISING AGE, Chgeo 


PHOTOGRAPHY 
1,000,000 stock pictures, all 
Over 1200 correspondents 
photo assignments anywhere 
promptly, at low 
Free-lance Photographers Guild 

219 East 44th Street, N.Y.C 
MUrray Hill 2- 


subjects. 
execute 
in | Ss 


cost! 


S810 


MISCELLANEOLS 


Will purchase established 2nd. cl. pub 
lication, particularly of general na 
ture and in need of new life and 
finances Address 
Box 3086, ADVERTISING AGE, Cheo 
First Aid for Failing Budgets! 
Economical Reproductions by Laurel's 
Improved Process Eliminates expen- 
sive Engravings-Typesetting: brings 
Attractive Illustrated Booklets 
Broadsides, Catalogs within your 
means. 
500 (Stex11") copies $2.63 
additional hundreds 2 
Larger Quantities Lower Price 
Free Descriptive Manual sent on Re- 
quest In Met. N ". ask for Repre- 
sentative WaAlker 5-0526 
Laurel Process, 480 Canal St., VN. ¥. ©. 


C&O Issues 
Booklet on Use 
of Telephone 


Cleveland, Aug. 1.—Though 
yone uses the telephone, vir- 
tually no literature exists on the 
ght and wrong methods of using 
This deficiency has been reme- 
lied in part at least, by the Chesa- 
peake & Ohio Lines, which has just 
published “Four Million Opportuni- 
ties deriving the title the 
ict that its employes make two 
illion calls yearly and receive the 
number. Walter S. Jackson, 
idvertising manager, reported that 
an effort to capitalize all of these 
pportunities, the company has dis- 
tributed copies to all employes using 
telephones on the C&O, Nickel Plate 
nd Pere Marquette’ Railways. 
+, D. Brooke, president of the three 
wrote and signed the preface. 


, 
| 


from 


a ( 


Selling Over Wires 


! 


rhe rules in the eight-page book- 
ire short and Here are 
ome of them: 

You may not know the person 
uu call, but when you use his name 
e teels that you do 

Nothing but your 
the wire—a tapping pencil 
istling papers is confusing to 
erson who is trying to under- 
your words 
ualize the person you call 
find it to be a psychological 
» you in conveying your ideas 

courteous to allow the called 
to end the conversation. When 
es, hang up gently; it may 
him to hear another person's 
er bang up. 


terse 


should 


voice 


5! er 


How to Save Time 
ivs answer the telephone 

tly. Time passed waiting on 
¢ one seems long and you may 


ConguatDokion 


save important calls by answering 


at once. 

“It is always well to identify 
yourself. You save time when you 
avoid such old-fashioned answers 


as ‘Hello’ and ‘Yes.’ 

“Handle your calls yourself when- 
ever you can. When you avoid 
transferring a call you avoid any 
impression that you're not familiar 
with your job 

“Follow up calls that offer leads 
If someone for freight infor- 
mation don’t just answer the ques- 
tion and then hang up—he’s asking 
because he probably wants to ship 
merchandise 

“Be polite when it’s the wrong 
number—it usually isn’t the other 
person’s fault that he bothered you. 

“When you end a conversation, 
do it smoothly. When anyone hangs 
up with an uncertain manner the 
other fellow gets the impression that 
the conversation wasn't satisfac- 
tory.” 


asks 


Gannett Buys Opposition 
Paper in Ogdensberg, N.Y. 

Following the sale of the Ad- 
vance-News, Ogdensberg, N. Y., 
Democratic morning newspaper and 
one of the oldest in the region, to 
the Gannett interests, the daily 
suspended publication with the 
issue of July 20, and it was an- 
nounced that the Sunday issue will 
be continued by the Northern New 
York Publishing Company. Frank 
FE. Gannett of Rochester, head of 


the Gannett chain of newspapers, 
is its president 

The sale of the morning paper 
leaves Ogdensberg with one daily, 


the Ogdensberg Journal, owned by 
Gannett interests 


WMEX Names McGillvra 


WMEX, Boston, has appointed 
Joseph Hershey McGillvra national 
advertising representative. The sta- 
tion will increase its power to 5,000 
watts full time Sept. 1 before 
when the base rate night time will 
become $250 


oO! 


With Herman Agency 


Irving Mandell 
F Herman 


Louls 
Agency, 


has joined 
Advertising 


the next twelve months, more New York, as publicity and public 
tt 375,000 new mothers will get relations manager. He was formerly 
CONGRATULATIONS. with the Newark Star-Eagle 
——, 


HN A. CAIRNS 


& COMPANY 


TEXTILE 
ADVERTISING 


45 EAST 17th ST. 
NEW YORK CITY 


STANDARD OIL BRINGS APPEALS OF OTHER YEARS TO PUBLIC 


This youngster, who first appeared in advertising of Standard Oil of Indiana in 1938, is again being seen as the company 
revives some of the potent themes of its long promotion career 


Standard Oil 
Links Past and 
Present Stories 


Chicago, Aug. 1 Delicately 
bridging the gap between the past 
and present, Standard Oil Company 
of Indiana this week published two 
illustrations harking back as far as 
1934, while linking them definitely 
with the theme of its current adver- 
tising. So that of the 
number of newspapers carrying the 
copy would not have to do too much 
brain-racking, the company used 
small of copy telling them 
when they first saw the pictures 

First to appear, though not the 
more ancient of the two, was a little 
boy of 1938 fame. The tot of ten- 
der age, apparently starting out on 
a runaway trip, had a few 
ings slung over his shoulder 
proved hobo and 
his toy automobile along 
cord. This was the key illustration 
in a former Standard Oil campaign 
emphasizing “low mile.” 


readers large 


blocks 


belong- 
In ap- 
pulled 
with a 


style, he 


cost per 


“Live Power” Recalled 


The second illustration portrayed 
a fleet deer in full flight. The animal 
was one of the large collection used 
in 1934 when Standard Oil adver- 
tising revolved around “live power,” 
and when the companys 
an animal trainer into its 
keep the models in good humor 

The deer was tied to the current 
with the admonition, “Don’t 
miss the live-power that helps make 


impressed 


service to 


story 


Red Crown gasoline the 2 to 1 
choice.” Recent Standard Ql ad- 
vertising has been based on survey 


among various types of car owners, 


iwho on the whole voted 2 to 1 for 
Red Crown, according to the com- 
pany 

Standard Oil will not do much 
more reminiscing, as a new cam- 
paign will break in the near fu- 
ture with an entirely new founda- 
tion. McCann-Erickson, Inc., is the 
agency 


Whipple to Free Lance 


Car! 
Detroit 


Whipple, who has retired a 
advertising manage! of 
Sears, Roebuck & Co., announced 
that he will open a Detroit office to 
free lance. Mr. Whipple has reached 
the automatic retiring of 60 


v 
age 


Elliott with “News” 


—s © Elliott 
Macon Telegraph 
advertising artis 


the 


has 
and 


He 


joined 
News 
came from 


| the Perkins-Elliott Advertising 
Agency, Macon, and was formerly 
advertising manager of the Macon 
store of J. C. Penney Company 


July Increase 
of Networks Is 
22.7 Per Cent 


New York, Aug. 1.—-Network bill- 
ings for July maintained the record 
of established in previous 
months, aggregating $7,133,490, com- 
pared with $5,812,091 for July, 1939 


increases 


The gain is 22.7 per cent 

Columbia sroadcasting System 
reported the largest gain for July, 
with billings of $3,067,870, an in- 
crease of 32.7 per cent over the cor- 


responding month of last year. Na- 
tional Broadcasting Company's July 
time sales amounted to $3,830,438, a 


gain of 16.7 per cent. Mutual 
Broadcasting System enjoyed July 
sales of $235,182, an increase of 8.6 
per cent 

Cumulative billings for seven 


months aggregate $54,182,061, com- 
pared with $46,988,236 for the cor- 
responding period of last year, the 
gain being 15.3 per cent. Columbia 
forged ahead 22.1 per cent; NBC, 
9.7 per cent, and Mutual, 23.1 
cent. 


pel 


Distribution of 
Food Eyed by 
Justice Dept. 


Washington, D. C., Aug 
indications 
government 
in pressing 
charges against 
VIEW the of 
fense, the 
nouncement 


] While 
have given 
that it will go 
monopoly and 
industry in 
de- 


some been 
the 


slowly 


by 


similar 
ot national 
batch of 
that 


more 


need 
an- 
thi 


current 
uggest 
modification of policy | 
parent than real 
Thurman Arnold 
inti-trust divi of the 
ment of Justice, reported 
vestigation of food 
three unnamed citie 
vet under way Mi 
ealed that his unit Is 
estigating alleged 
the industry 
Trade Commission 
complaints against 
but has 


chief of the 
Depart- 
that in- 
distribution in 
will shortly 
Arnold re- 
already in- 
price-fixing In 

The Federal 
recently _ filed 
large cheese 
held 


On 


cheese 


six 
companies, no hear- 
ings 

The FTC that it 
can begin hearings on tobacco case 
early in Septembe! It filed 
plaints last fall against leading to- 
bacco manufacturers charging them 
with violation of the Robinson- 
Patman Act by discrimination in 
prices. The Department of Justice 
not indicated when its own 
charges of monopoly will 
an airing 


expre SCS hope 


com- 


has 
tobacco 


receive 


Carley in News Post 

William F. Carley has become 
promotion and publicity director for 
Station WBT, Charlotte, N. C 


MAILING SERVICE 


Multigraphing Filling-in 
Addressing - Mimeographing 


THE LETTER SHOP, Inc. 


440 So. Dearborn &t. Wabash 8655 
CHICAGO 


A GRACIOUS HOST 
FROM COAST TO COAST 


se 


= > 


= Belleview Biltmore 


A. S. KIRKEBY, Meneging Director 


 KIRKEBY 
_ HOTELS 
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Chains Welcome 
Stamp Plan in 
Special Copy 


Chicago, Aug. 1.—With the now 
widely known food stamp plan 
being extended to this city today, 
both National and Jewel Tea Com- 
pany used special copy in local 
newspapers to invite patronage of 


reliefers. National Tea, which is gen- 
erally believed to be making rapid 
gains in volume, devoted a 
part of its space to an explanation 
of the operations of the plan and a 
listing of the products now held to 
be surplus and therefore available 
to holders of blue stamps. 


large | 


The advertisement closed with 
this paragraph: 

“At every National Food Store 
you'll receive the same friendly 
service and the same high quality 
foods at the same money-saving 
prices. Sales tax is charged on 
orange stamp items, not on blue 
stamp items. If purchases total 
other than multiples of 25 cents, 
National Food Stores will issue a 
credit slip applicable upon your 
next purchase, or you may make 
up the difference in cash.” 


Wins Rose Account 


Johnson & Perkins 
Newark, N. Y., rose growers, 
appointed Publicity Associates, Inc., 
|to handle its advertising. 


| 
Form Transportation 
Advertising Company 

Transportation Advertising Com- 
pany has been formed at 20 N. 
Wacker Drive, Chicago, to handle 
car card advertising in buses of the 
|National City Lines and affiliated 
companies in 30 cities. 

J. Wiard Johnson, formerly of 
General Outdoor Advertising Com- 
pany and Barron G. Collier Cor- 
poration, is general manager. 


Form Survey Service 


Frances Briggs and Madeleine E. 
Greer, formerly of Daniel Starch & 
Staff, New York, have formed Sur- 


| Offices are at 515 Madison avenue, 
| New York. 


‘Three Promoted by 
‘Cochrane Corporation 


William C. Bennett has been 
appointed manager of the newly 
‘created appliance sales division of 
|Cochrane Corporation, Philadelphia. 

John E. Fearon has been placed 


in charge of the flow meter Sales | 


/section to coordinate sales and engi- 
/neering. Edward J. Glinske heads 
_application engineering, proposals 
|and order details in the specialties 
| section. 


| Pitts Forms Company 
Edmund M. Pitts, formerly an 
}account executive in the San Fran- 


Company, | vey Service to handle tabulating | cisco office of J. Walter Thompson 
has | and related steps in market research. Company, has formed a public rela- 


tions organization with offices at 
'810 S. Spring street, Los Angeles. 


Wiis 
Henry 
HARLAN 
WILLIAM 
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TOLANG, VICE PRES. 
James P. SAUNDERS, — 

. 1LLIAMS, AUD! 
ame Oe COOK, ASST. VICE PRES. 
HOUGHTON VAUGHN, ASST. VICE PRES, 
ANDERSON SPICKARD, ASST. TREAS. 
Nose C. CAUDILL, ASST. SECY. 


—— 


CABLE ADDRESS: GENCORP. 
CODE: TANNERS COUNCIL 


Atlanta, 


dealers, 


line. 
a large 


Mr. Tom C, Allen 
Life Magazine 
Rhodes-Haverty Building 


Dear Mr. Allen: 


Our Advertising Department ha 
garding results obtained and 
j @ in magazines. 
a “—" Jarman sales representatives, 


The element of action or 


You will recall that we — 
Magazine announcing Jarman 
pr ee earn that the Jarman "CEDAR-CUR 


pleased to 1 the largest selling numbers 4 


Life magazine were 
i The reception of this new 


It ig Company policy to ha 
things _ 2 ee 

are pleased to 
pce tn vi. about this new feature in Jarman shoes 


We sre in 


hd 


F oo es 
; +4 ey ¥) ~ Sw! 
er 


ENERAL SHOE CORPORATION 
Manufacturers 


NASHVILLE, TENNESSEE, U.S.A. 


Georgia 


volume of extra businesse 


This Jarman 


With very best wishes, we are 


+ 
. 


*>* 


Rg oie Gass 
SEES ee 
er hegr ct): 


heck re= 
ust completed a survey and c 
a rendered by our National adver- 
This involved a check with our Jarman 
and actual sales results. 


quick distribution was also considerede 


ed for and ran six advertisements in 
"CEDAR=CURED" Shoese 


"first 

the "new things first" and the 

"CEDAR@CURED" feature went over with a bang, 
credit to Life Magazine for telling 


cluding Life Magazine as a medium in our plans of National 
advertising for this coming Fall seasone 


Yours very truly, 


GENERAL SHOE CORPORATION 


1 on QRumbous ae 
Vice President E 


« des! _? . * sf 
“2, Sane oy Gh REX, 


s 


2 . 


You will be 


ED" styles as advertised 
my n the Jarman Custom 


feature was immediate and produced aS 
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Mullen Wins 
Niles Trammell’s 
Old NBC Berth 


(Continued from Page 1) 


neered in broadcasting only a 
|}and one-half before. 

| The response that his succe ‘ul 
|farm program for KDKA elj d 
convinced him of the advert ig 
| potentialities of broadcasting. |{, 
was present at all of the confere,, ¢< 
held by Herbert Hoover, then Seo. 
tary of Commerce, to form. te 
plans for the commercializatio; o¢ 
| radio. 

He has been intimately conne ‘eq 
with advertising ever since, 4]. 
though maintaining his close af} ja- 
tion with farm radio until joi: ng 
RCA in 1934. He established N) ©’s 
agricultural service, and serve: as 
director of agriculture for NBC { 9m 
1926 to 1934. In 1927, he origin. teq 
the National Farm and Home H. ur. 
a program which enjoys the |: igh 
esteem of both NBC and adve) tis. 
ers. 

When David Sarnoff, RCA prosi- 
dent, decided to establish a dep .rt- 
ment of information, he pic xed 
Frank Mullen to manage it. From 
1934 until his current switch back 
to NBC, he has been in charge of 
RCA public relations and advertis- 
ing. Last year, he was elected a 
vice-president of RCA. 

Having advanced from farm boy 
| to business tycoon, Mr. Mullen has 
no qualms about his new responsi- 
bility with NBC. He will be in 
San Francisco next week for th 
National Association of Broadcast- 
ers convention, where he expects | 
to renew acquaintances with many 
of his old friends who knew him | 
when he was with NBC in Chicago 


Prosperity for All 


He foresees a bright future for 
radio and for advertising. ‘“Adver- 
tising breeds advertising,” he says, 
“and radio is no hindrance to other 
media.” He expects that radio, 
magazines and newspapers will be 
drawn closer together in ensuing § 
years. “No ceiling has been reached 
on advertising volume,” he de- 
clares, “and there is no reason why 
the total can’t be doubled or 
trebled.” 

One interesting possibility of fu- 
ture days which he foresees when 
such developments as FM, televi- 
sion and facsimile broadcasting be- 
come commercial realities is that 
there may be radio networks ap- 
pealing exclusively to one type of 
audience. “Radio today is a com- 
bination of The Atlantic Monthly 
The Saturday Evening Post and 
True Story,” he pointed out, “but 
some day one network may concen- 
trate on reaching a class market 
and another the mass market.” 

Despite the 44-year-old execu- 
tive’s rise to second in command of 
NBC, he is still a lover of the soil 
His shift from RCA to NBC is 4 
move in this direction, for it en- 
tails relinquishing his 53rd floor of- 
fices for new quarters 47 ries 
nearer terra firma. 


Halts Ad Ruling 


State’s Attorney Gen. Jo E 
Martin has ruled that the pow «r of 
the Wisconsin State Board of |! alth 
to make and enforce reasc able 
rules and regulations estat ing 
professional and business et! for 
funeral directors does not tify 


the making of a rule prohibi! al 
price advertising. 


Issues New Bank Boo! 


A revised edition of the get 
book issued by the Californi nk, 
Los Angeles, has just been ued 
One hundred thousand of t! Ks 


have been distributed. 


ARE YOU THE MA 


Aggressive, well equipped young Ch 
vertising ageney with current  billi 
working partner with nominal capita! 
cellent opportunity for the right man 


replies to 
Box 308! 
Advertising Age, Chicas 
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IPHOTOGRAPHIC REVIEW OF THE WEEK 


G-E SPONSORS FOUR-TROUPE ROAD SHOW CANADA DRY PREPARES CAMPAIGN IN GOODYEAR BLIMP 
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One of four groups which are carrying the General Electric small appliance 
story to distributors in 43 cities with full dress promotional attention usually 


ll be § 
suing § 


. ; ; Above: Displaying their airmanship are, 
ae’ 3) ae left to right, Carle E. Rollins, J. ; 
tt A ee Mathes, Inc.; William E. Brown, adver- 
tising manager, Canada Dry Ginger 
Ale, Inc.; W. A. McAllister, in charge 
of sales of Canada Dry's new "Spur" 


line; Capt. H. Webster Crum, pilot of 
the "Reliance." Right, close-up of the 


SCHICK PRESIDENT TESTS NEW SHAVER aap. 


i 
’ 
Le ae fe | ws 


reserved for major lines. 


WINS NEW HONORS 


rea, 


The furniture industry presented this 
plaque to Wilmer H. Cordes, sales pro- 


Ralph J. Cordiner, president, Schick Dry Shaver, Inc., gives himself a quick motion manager, American Steel & Wire 
onceover, while K. C. Gifford (left), vice-president in charge of sales, and Roy Co. Cleveland, for promoting the — 
W. Johnson, advertising manager, look on admiringly. (Story on Page |) Home Furnishings Educational Institute. 


LISTERINE GIRLS GO THROUGH COMPLETE CYCLE 


i iii. cee 


Often a bridesmaid but never 4 bride The ; ag 


End of the 
Chapter 


QE. halitesin wud the chapter for yeu... ry lorem 


r + Listerine magazine advertising (right) tells the tragic story of the wife who finds herself a divorcee, on account in October by the Philedelphia Art Alliance in collaboration with the Lithogra- 


Clayton Whitehill, designer of the “Living Lithography” exhibit to be held 


ye know what—in rather striking contrast to the heartbroken Listerine lass of many a year ago (left) who never was 


phers National Association, has designed this decorative motif as the coordi- 
able to get a husband at all, also on account of you know what. _ 


nating symbol. 
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site 
| & a J -* 
Over One Million ine Gain—lIst OoOntns 
; MARKETS 
AMONG COUNTRY’S 80 LEADING 
A Boom in Camden! Pay )=—ldIndex of Retail Activity in Sy 
20 
Ss 
5 80 Important Markets 
5 
AHEAD F ] 929 Based on total retail advertising volume in all newspapers MH 
= ° iS 
. —- (Copyright, 19W, by Advertising Publications, Inc.) P) 
Camden, veritably, is sitting on a boom oe pyre sing ; 
—a boom surpassing that of 1929. ae ery seeween eatin % Gain 
26- ePeK Zhe eeK o- eek or Loss or Loss 
The nearly half a million people in the Period Period Period 19401940 Week Week % Gain 
kended ended kended over over Ended Ended or 
Camden Trading Area represent 13°/, of July 2,1938 July 1, 1939 June 29,1940 1938 1939 July 1, 1939 June 29, 1940 Loss 
° ° . ‘Akron, ¢ _ aay . 6,311,737 5,038,231 1S6O7,074 -~22.% 3.4 180,155 167,489 a 7 
the Philadelphia Market—one family out ieee. N Y.. . 4,351,459 1,307,201 $111,342 mat 1.6 166,213 158,550 wey 
. Atlanta, Ga 7,474,844 8,488,102 7,560,738 + 1.1 10.9 501,336 242,256 19.6 
of every eight. paitners, Md. . . 11,117,512 11,111,617 11,388,272 rs ' +2 : 396,241 379,453 4.2 
° ° ° ° Birmingham, Ala 6,288,660 6,455,792 062,986 + 12.3 +o 230,650 229 320 oF 
The Philadelphia Market, third in the nah 5 ena 5 a760% 3 7 65-555 7 
“Boston, Mass ; 9457.547 § 683,306 HST 6006 “ 2 ? 025 269,995 +5 9 
ee. Sridrepor ‘onn 476,806 866,490 5, 120,30 t + 5.2 191,950 7,152 2.5 
country, by the Advertising Age measure- ‘Buftate, N y wide $1010.434 $145,662 7476 380 87 8.2 276,500 273,422 —1.1 
ment based on retail advertising, leads the 
first and second metropolitan markets. a ae . 1,901,238 © 070,027 2,780,065 46.2 (3 tT O85 115,834 +50. 
But the Camden Market, the 13°, or 
every 8th family within the Philadelphia ee elie in Saito miei 366 2,439,989 1 hae oT wT 
: H H H er *harleston . Va 599,511 5,221,356 117 —2.0 178,598 191,843 +7.4 
Market, with its up in retail lineage of ‘Chicane. rt ; es 16 ea fi 15,344,826 14,70 2 —4,2 527,723 479,058 2 
° ‘incinnati, © 7,827,206 8,913,116 84 7.5 5.0 246,464 256.310 140 
34.3 _ # not only leads the country but rep- peat ep p 6.942.076 S 990.494 32 4.5 +3.7 248.006 336,645 —3.3 
4 : : 6,300,052 €b,712 ; 7.4 + 1 230,960 230,243 —.3 
resents the brightest, most responsive and Columbus, O 300,052 6,712,143 Lt £00,004 230,24 0.23 
o . Dallas, Tex. . 10,679,423 LO, 544,905 4.5 3.3 357,887 348,640 2 6 
able-to-buy segment of the Philadelphia Davenport, la ' on 4,708,082 27 de 0 ; { : : - + 157, &4 — . 
ayto = 6,049,116 1,022,383 ob? ’ ) 2i(1,19 257 US —5 
area. ne Sole ee 4,675,603 4,597,82 215.539 r8 8.3 153.811 144.077 ey 
Des Moines, Ia 3,279,414 3,433,356 4.7 + O.8 138,874 119.372 aahé.9 
Detroit, MICH. .. ‘ 8,058,111 10,515,608 17.4 + 3.9 $67,634 391,934 + 6§.6 
THE R ASON a oe Hey 530,145 7.2 + 4.6 198,660 219.828 + 10.7 
Srie, Pa. .. ‘ 4,532,104 4,704,182 Ss 1.9 169,288 190,512 + 12.5 
E oh Pd Mass 1,626,302 O85 1,746,451 7.4 + 2.1 $4,953 70,470 17.1 
. . Flint, Mich. . 3,481,142 2,87 1,509,386 + 29.5 + 8.3 156,800 188,552 190.3 
Camden industry is on the march. The Fort Warne ind SUNT 556.478 7 es i 179,970 307.305 + 16.2 
iary ad. ee 2,921,825 191,612 10.6 + 9.2 121,137 147,737 21.9 
three leaders of a total of 280, New York Seek tnakan ’ idiok 1380904 1'622,660 sot A 162.638 158,998 2.2 
H : 4 4 iree e, S ; 279,848 42,264 l ’ + 11.0 153,688 145,866 5.1 
Shipbuilding Co., R. C. A.-Victor Co. and coon Tex 8,544,1 + ¥ 59,560 14.4 10 30,232 158,988 +87 
dianapolis, ee 7,$ »2o0 8,264,730 8,878,383 11.7 7.4 322,546 827,390 1 
Campbell Soup Co., have 25,000 people at ee oe Sasso 1543-448 £925,914 36 0 484 164,150 184380 +12 
work drawing weekly wages in excess of aeeeey Cay. B 9 Poe Le Shees aes a ae 12399 50540 +192 
| 00 e ° Knoxville, T > ORR S52 5.374.668 »,084,232 8 0.2 196,588 201. 866 2.7 
$ ' 0,000 00 —— 1.558.936 1.618.362 1.683.266 27 1.4 LSO,838 186,830 3.3 
11,540,804 12,689, 83t 12,474 10 8.1 1.7 451,607 396,857 —12.2 
THE RESULT 7,111,756 7,273.58 7,376,902 ? +14 285,463 281,442 —1.4 
: 1.059.398 } 6.406 4.460.428 9 3.1 188,454 197,008 + 4.5 
Mancheste ; 1,873,772 2,563,452 2,381,552 27.1 7.1 81,514 69,944 -14.2 
. . Memphis, Penn » 626,026 », VHS,522 6,713,000 + 19.3 12.5 224,868 239,582 + 6.5 
The Courier-Post Newspapers, which | 7.475.034 7199,423 7968,919 6.6 $10.7 209,782 187,439  —10.7 
» Wis 7,550,105 4,238,942 7,963,207 + 5.5 10.0 232,967 254,993 +o 
alone cover the Camden area, showed a eaportt, Minn 6.808.804 ( 44,41 6.2 S.4 —10.2 276.646 240.485 a=} 2.9 
. . e- sé ‘oO , a a 1,214,892 1,315,482 1,230,541 1.3 6.5 58,400 86,098 +474 
gam of 1,006,016 lines of advertising for ow Addon Mace l WS,050 1,567,104 1,4 b4h iu 12.0 64,176 65,632 +2 ‘ 
the first half of 1940, compared with the nll io ie ogg eT Saunias  2028R02i * “R $07,867 364298 +18: | 
same period last year. Camden and Phila- tal borg a ; aegass4 0 oesieee = '1.837-091 00-109 G2.508 "SB128 11S 
delphia retailers, feeling the surge of buying “Norfolk, Va 1,707,346 1,802,420 5, 197,09 9.6 $7 183,792 (04.222 +119. 
a - Oakland, Calif 3,665,577 $,961,17 O01, 984 + 20 + 24,38 20,98 2 
power from this industrial boom, gave these cuneate aa Okla ti one 4,741 ae 3,960,466 é ti + 5 152 ane = $46 13 , 
= “ Omaha, Neb i - $3,129,107 2 960,406 3,087,233 4 + 4 “o §2 a O9,8¢2 + 35 i 
papers one of the largest gains in the coun- Peoria, Ill. .........-.. 5,185,324 5,523,883 542,587 +1460 $7.8 181.500 197,309 +8 
J / try and put Camden first among 80 
J Markets. *hiladelphia, Pa 13,339,811 13,975,944 14,504,257 7 71,02 
” No list of papers selected to do a job in | a 
the Philadelphia Market is complete without overall ogee By RR RR +y hay ty oe + yo 
a . . . : . urs 1, "a vie — S ’ : , 4 . fe , po : y* y : = # ” 
; the Courier-Post, for Camden is an impor- Portland, Ore 799,020 6,350,885 573,746 3 $122 273,490 : 
. . . e teading, A SS5,08 5 039,945 > 5.578 +] 4 ‘. 4 18k 20 ay 
; tant part of the Philadelphia Market and its a SORTS SET SS 730 Es TTi2 33 14 
; ofe . tochester, N. Y 7.200.890 7,742,323 7,890.6 + 8 1. 281,715 
; families can be reached efficiently only ote - ant nas nat 380 77 18 ‘67 +62 536 1728 | 
} through the Courier-Post Newspapers. out: Gane... Seen EDT ire eng ae rept _ 
San Antonio, Tex . 7 728 +,606,80 116,802 20 ] 5 + 
“San Diego, Calif §, 229.688 6,499,925 , S 15.8 140 243.852 165.97 
Seattle, Wash $291,271 578,286 021,28 + 40.2 7.9 162.40 *15 
CO RIER a South Bend, Ind 93,195 2 753.449 17482 9 2.475 02 
Spokane, Wash LG1L7,810 SSE 224.53 lO” BS 128.39 118 ) 
- ' St. Louis, Mo 0,129,266 192.86 385,560 +28 = W380 316.625 
St. Paul, Minn », ORF,358 5,337.2 31 ’ 1 186.140 , : 
“Syracuse, N. \ 2,985,339 536.5 694.40 + 2 5 ? 
NEWSPAPERS aie ‘la. 3,086,774 a 17.2 : ; | | 122.234 | : 
Tampa, Fla. . OS6,77¢ 95 3402 13% a @ 9 199 9 ‘ : 
Toronto, Ont Cat 8802.62 ‘ 7,132 ‘ Law 11 . mS5.558 46.825 
Troy, N. Y 2 096,022 o | ’ © 197.642 ' Ln? S856 "8 372 
Camden, N. a Tulsa, ORla $562.55 1539.24 TOO] : ‘ + 5.3 148,41 ; 4 
Washington, D.C 17,230,419 17,117,031 li aso ‘ 18 ) 99.72 
, Saiaamnate oO 5.7 97,540 740,527 179,538 + : ‘.De ‘ 
National Representatives inne: meme — 
Geo. A. McDevitt Co. Total (76,173,629 487,070,282 494,639,470 3.9. 1,367,887 17,467,853 
New York Chicago Philadelphia \ . eee. 
Boston Detroit Reprinted from July Sth issue Advertising Age 
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